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® FIRE STOP’ WIRE 


» Will not carry fire 
2 Preserves rubber 
® Never soft - gummy - sticky 
@ Saves labor-fishes easier 
® Strips freely - Clean copper 
® Fast colors - may be washed 
2 Will not absorb moisture 
® Braids will not strip back 
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O bring the ozonized air vitality of 
the pine woods and mountain tops 
right where it is wanted —is the 

function of the new Jefferson Ozonator. 


This offers a big new market for you. 
For less than the cost of a week-end trip 
you can offer vitalized air for years to come. 


The Ozonator keeps the air purified,— it not 
only adds vital life to the usually lifeless city air, 
but it has the quality of destroying odors such 
as from stale cigars, cigarettes, musty clothes 
closets, medicinal bandages, vegetable cooking 


and the like. 


In bank safety deposit rooms and customers’ 
stalls, telephone booths, enclosed rooms in 





Practica 


in Cost 
in Size 
in Adaptability 


ae 


Placed on bookcase or 
table, or hung on the wall, 
the ozone discharge is 
gently mixed with the air 
and a slight movement set 
up by the distributing fan 


churches, filing vaults, sick rooms, clothes clos- 
ets, the Ozonator makes the air fit to breathe 
and kills the obnoxious, dead odors of pocketed 
lifeless air. 


Get this new item —display it—sell it. Write 
today for illustrated folder No. L-100 and com- 
plete information. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) IIlinois 


EFFERSON{ )ZONATOR 


(A--7144) 
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An Easy Job 
for any Good Salesman 


It’s an easy job for any good salesman to sell STEELTUBES THREADLESS 
THINWALL CONDUIT, because it fits in with the times. It makes the 
electrical dollar go farther. Permits the use of more outlets without 
increasing the total cost of the job. It opens the door to the sale of 
electrical supplies. 















STEELTUBES is the pioneer thinwall conduit...developed especially for 
electrical use. It’s tough...made of open-hearth cold rolled strip steel. 
And it’s electrically welded. Can be straightened and rebent. Simplified 
line of fittings makes installation easy. 





Sell Steeltubes. It pays. Over 30,000,000 feet already installed proves 
Steeltubes is made in seven standard its popularity with the contractor and with the industrial plant. If you 
alaes frame 95" 0: 9"~ Mie Ce Re ap haven’t seen samples of Steeltubes...if you aren’t fully familiar with its 


proved for open and concealed wiring, : P 5 
“ai awa many advantages... write for complete information and samples of 
and buried in concrete, except cinder fill. i 
Steeltubes and fittings. 


Electrical Division 


STEEL AND TUBES, INCORPORATED 
SSR— The World’s Largest Producer of Electrically Welded Tubing 
CLEVELAND » » « « OHIO 


A UNIT OF REPUBLIC STEEL CORPORATION 


oT EELTUBE §$ 


TH REAOBLES §& oi ee oe | CONDUIT 














* 
- 
e 








Interdependence 


HERE has come about, especially 

within the past year, a very definite re- 

alization of the interdependence existing 
between the various branches of the electri- 
cal industry and of the necessity for coor- 
dinated effort if each group is to operate on 
a sound and profitable basis. 


This new thinking which has been devel- 
oping among electrical executives during 
these recent months of adversity is set forth 
in the remarks of a wholesaler, a manufac- 
turer and a utility executive which appear 
elsewhere in this issue. 


It is most encouraging that this new re- 
alization of “Interdependence within the in- 
dustry” has already resulted in the develop- 
ment of several cooperative programs, activ- 
ities which have as their objective greater 
profits for all. 


In Poughkeepsie, for example, where 
wholesalers, contractors and dealers had al- 
ready convinced the utility that its own 
merchandising activities were unnecessary, 
the utility has extended its promotional ef- 
forts to include complete electrification of 
the home. Distributors and dealers have fol- 
lowed through to the extent of equipping 66 
all-electric homes within a ten month pe- 
riod, in spite of depression conditions. 


In other cities utilities have been loath to 
cease active merchandising until local dis- 
tributors and dealers could demonstrate 
their ability to do the job alone, but in an- 
other city in New York State a plan has 
been evolved which gives wholesalers and 
dealers the opportunity to prove their cap- 
ability. The success of this plan in Ithaca, 
where it has been subjected to a thorough 
trial, has won for it the recognition of the 
N.E.L.A. in the form of the James E. David- 
son Prize Award for 1932. 


The “Ithaca Plan” has already been ex- 
tended to adjacent properties of the Empire 
group and we predict its early adoption by 


other utility companies. We further predict 
that, where it is adopted, it will eventually 
develop into the Poughkeepsie plan whereby 
the utility continues to promote, but ceases to 
merchandise. 


Even in Chicago, where free lamp re- 
newals and aggressive merchandising tac- 
tics have resulted in strained industry rela- 
tions for many years, an excellent start to- 
wards cooperation has been made. The 
Commonwealth Edison Co. has offered to 
finance dealer paper on sales between five 
and 50 dollars and agreements have already 
been signed with 76 dealers. 


Local cooperative programs of this sort 
are paving the way for the success of two 
national activities projected for the coming 
year, the electric range campaign and the 
modern home lighting campaign, also for 
the continued success of the refrigeration 
program. 


HUS, coordinated efforts, based on coor- 

dinated thinking, are rapidly superseding 
that destructive competition and antagon- 
ism which is the result of lack of mutual un- 
derstanding. 


Each group, each organization and each 
individual within the electrical industry is 
primarily concerned with making a profit. 
Thus, this realization of the interdepend- 
ence of manufacturer, wholesaler, contrac- 
tor, dealer and utility is bringing about that 
kind of teamwork which is based on self in- 
terest rather than an altruistic desire for 
cooperation, the kind of teamwork that 
endures. 


It is in recognition of their significance 
to the electrical wholesaler that these new 
developments are reviewed in this issue of 
ELECTRICAL WHOLESALING. 


PRESIDENT 
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Name the wire and cable products 
that you use...WE MAKE THEM 
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ANACONDA 


REG.US. PAT. OFF. 





- iemeanitaediliie Tue Anaconda line of wire and 


but these other 
Anaconda wire 


icechiteeendaiee: cable products is complete. It includes the electrical 


Rubber-covered Wire... . 
Flexible Steel Conduit . . . wires and cables that your customers use every day 
Duraduct Loom... Durax 
Sheathed Cable... Flexible 


Cee ce in their. regular work . . . and it includes the so-called 
Annunciator Wire ... Lamp 
Cord . . . Lead Covered 


re. gui special conductors that you are called on to supply 


and enough others to total . : . 
81 in all. Name the wires occasionally. On 81 different wire and cable products, 
and cables that you sell... 
we make them. 








the Anaconda spear-head stands for dependable quality. 
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ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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E can certainly all agree that 

the winter of adversity has 

come, and let us hope is now 
behind us—that Spring, with all its 
promise of better times, of better busi- 
ness conditions, is just ahead. I won- 
der whether we are ready, as an in- 
dustry, for these better times—for the 
bigger things ahead? As individuals, 
our answer will surely be, “Yes.” As 
companies, our answer will be the 
same. “We have put our house in or- 
der, we understand the problems in 
our business better today than ever before, we under- 
stand our markets better today. Yes, we are ready.” 

But are we? Are we ready as an industry? I some- 
times doubt very much whether collectively we under- 
stand what is really meant by the electrical industry. 
At times I find myself thinking of one branch as the 
entire industry, thinking of my particular company and 
its business —the manufacture and sale of electrical 
energy-—in too inclusive a sense. Then I have to bring 
myself up rather sharply and say: “Hold on a minute. 
You are only one part of this electrical industry. You 
are not the whole show by any means.” 

There are four major branches of this industry. They 
are represented by the National Electrical Whole- 
salers Association, the National Electrical Manufactur- 
ers’ Association, the Association of Electragists, Inter- 
national, and the National Electric Light Association. 
There are others, of course, but I do know these four 
contain the major groups composing the electrical indus- 
try. Now, if that is a fact; if there are at least four 
chief divisions of this industry; if we are all interde- 
pendent ; if each is incomplete without the others—then 
how can I, as an individual engaged in just one phase 
of this four-sided enterprise, hope to achieve maximum 
success by ignoring or underestimating the importance 
of the other three interests and going it alone? The 
proposition is too simple, too clear, and, in such times 
as seem now to lie immediately before us, too halting 


*From an address delivered before Camp Cooperation XII at the 
Waldorf-Astoria, New York, August 8, 1932. 


The electrical industry is an indissoluble partnership of 
wholesalers, manufacturers, contractors and utilities with 
a common objective—to secure for itself a larger share 
of the consumer's dollar 


By H. P. LIVERSIDGE 


President, Electrical Association of Philadelphia 
Vice President-General Manager, Philadelphia Electric Co. 


and short-sighted, for the answer to be other than a 
simple negative. I don’t believe any one interest has any 
desire to take everything to itself and leave other inter- 
ests which have contributed to the success of the entire 
industry to go their ways unnoticed—as if this industry 
were not of necessity an indissoluble partnership. 

We must all have the same general objective, the same 
thought, and the same performance so far as our national 
organizations are concerned. | feel certain we are mov- 
ing slowly and steadily toward that end—a closer under- 
standing of each other’s aims and objectives. In the last 
analysis, we serve one common customer, the public, and 
we should have the same objective—an increasing volume 
of business with reasonable profits for all in the develop- 
ment of that business. Yet, sometimes it seems as if we 
forget these facts. 








E forget that our common customer is the great 

American public, and that it is the public’s opinion 
of us, as a group—not their opinion of the manufac- 
turers, nor the utilities, nor the dealers, but their opinion 
of the electrical industry as a whole—that determines 
how much of the dollar they have to spend will be spent 
in the electrical industry and not in a competitive indus- 
try. I ask you again, “Are we ready for the better times 
ahead ?”” Let me say to you that the measure of our 
preparedness will be determined by a comparison of our 
state of preparedness with that of the other business 
groups which are now set to secure a major share of 
that same consumer’s dollar. (Turn to page 26) 
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Utilities Will Cooperate When 


“We, as wholesalers, sell them on 
our importance” 











FEW years ago it 
A was a common 

practice among 
utility companies to ig- 
nore both the dealer and 
the wholesaler in the be- 
lief that, single handed, 
the utility could increase 
its appliance load at a 
satisfactory rate. 

In our territory there 
has happily been a com- 
plete change in the util- 
ity’s attitude. This was 
brought about by astudy 
which this company 
made of the local mar- 
ket. This survey con- 
vinced the utility execu- 
tives that the active co- 
operation of dealers and 
wholesalers was essen- 
tial if they were to build 
their load as rapidly as 
possible and at a mini- 
mum of expense to 
themselves. 

It was discovered 
that, in the first six 
months of this year, the 
dealers in Elmira and 
3inghamton sold 2,203 


iy E. C. Wehl 
refrigerators, 6,252 ra- ie sored 
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By E. C. WEHLE 


General Manager 
Southern New York Electrical Supply Corp. 
Binghamton, N. Y. 
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hamton and Elmira wholesalers. 
These distributors, as well as the 
dealers in Ithaca, are convinced that 
this appliance merchandising program 
have proved a remarkable success. 
Both wholesalers and dealers have 
done a better job and the utility has 
added more kilowatts to its connected 
load at a lower cost than it could pos- 
sibly have done alone. 

While this plan has not yet been 
extended to the Elmira and Bingham- 
ton districts of the Empire Co., it has, 
nevertheless, influenced the business 
ethics of the local utility managers in 
these cities and has, to some extent, 
improved their relations with dealers 
and wholesalers. We are anxious to 
have the Ithaca plan put into effect 
in Elmira and Binghamton and _be- 
lieve it will be in the near future. 

In those cities where the utility is 





merchandising on a basis competitive 





dios and 3,752 washing 





machines, When ranges 
and small appliances 
were added the total sales of these dealers came to 
$1,189,079, while the utility’s own sales were less than 
one quarter of this amount. This indicates how rapidly 
dealers are out-selling the utilities, and thus it should 
be. The utilities have a big job in just selling the public 
on the use of electricity. 

We also cover the Ithaca district where the so-called 
Ithaca plan of cooperative merchandising was put into 
effect last February by the Empire division of the As- 
sociated Gas & Electric System. This is a plan whereby 
the lighting company ably assists and cooperates with 
the dealers in the sale of electrical merchandise. It has 
given the dealers in this district a new hope and made 
them enthusiastic over the possibilities of appliance 
sales. 

The Ithaca district is covered hy the Syracuse, Bing- 
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with local dealers I would suggest 
that the wholesalers urge the utility 
management to follow the Ithaca plan by first deter- 
mining the extent and character of the local dealer out- 
lets and their sales volume and, second, by cooperating 
with wholesalers and dealers on a non-competitive basis. 
After all, the objective of any utility is to increase the 
use of electricity at as low a cost as possible and this 
is just what the Ithaca plan accomplishes. 
We, as wholesalers, must sell ourselves to the utility. 
I feel that many utility men do not realize the important 
part played by the wholesaler in the development of 
the electrical industry. Through the cooperative efforts 
of wholesalers and utilities I predict that dealers will 
develop their selling organizations to the point where 
the utilities will, in the near future, decide to devote 
their entire. efforts to promoting the more extended 
use of electricity rather than to active merchandising. 
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The Ithaca Plan 











of Cooperative Merchandising 


By WM. J. CASHMAN 


Director of Dealer Relations, Empire-New York Group 
Associated Gas and Electric System 
Geneva, N. Y. 


In a period of depression this practical plan of appliance merchandising 
has resulted in increased sales and profits for wholesalers and dealers while 
the utility has added to its domestic load more rapidly and at lower cost 


HE Ithaca Plan of cooperative merchandising was 

predicated upon the idea of eliminating competition 

between dealer organizations and the utility in the 
sale of electric appliances. The backbone of this plan 
is intensive advertising, promotion and merchandising 
of major load building appliances on the part of all 
outlets that are interested. 

With this plan in effect, the utility merchandise sales 
organization not only functions as an appliance selling 
tool for the utility, but it also acts as a promoter of 
sales for all retail outlets for load building appliances. 

The utility sales man- 
ager is responsible for 
the merchandising prog- 
ress of all outlets in the 
territory served. In the 
execution of his duties, 
he strives to obtain the 
maximum potential busi- 
ness which the territory 
should produce, and cap- 
italizes on the possibili- 
ties of each sales outlet. 
He assists these outlets 
to increase their sale of 
load building appliances. 

The utility salesmen 
conduct their efforts, not 
as competitors with deal- 
er organizations, but as 
colleagues who_ assist 
such organizations to in- 
crease their sales. Al- 
though they continue to 
sell energy consuming devices for the utility their com- 
pensation is entirely based upon the total of load build- 
ing devices sold by all outlets. This method of com- 
pensation not only eliminates the incentive to compete 
with dealers, but actually provides the incentive to as- 
sist dealers to make sales. 

All quotas are based on load increase. They are predi- 
cated on the total potential volume of business that it 
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The Ithaca district where the new plan was 
successfully tried out 


is possible to do in the district, including dealer sales 
and utility sales as a unit. 

The district is supervised by a district manager and 
a new business manager. It is divided into territories, 
each supervised by a sales representative of the utility. 
Each territory is allotted a percentage of the district 
quota. This quota represents the total load which is 
expected to be added through the combined sales of 
dealers and utility in that territory. 

The sales supervisor has charge of selling effort in 
his territory and reports only to the new business mana- 
ger of the district. In 
the field, he canvasses 
and solicits business for 
the utility and keeps up 
a perpetual survey of ap- 
pliances in the homes. 
He sells for the utility 
unless a competitive con- 
tact through dealer effort 
is established in which 
case the sales supervisor 
does not compete but 
turns his effort to assist 
the dealer to make the 
sale. 

The sales supervisor is 
responsible for obtaining 
the quota set for his ter- 
ritory. He assists his 
dealers to display appli- 
ances, coordinate adver- 
tising and to educate and 
supervise their salesmen. 
The higher the degree of efficiency he can obtain among 
his dealers, the greater the sales effort he will obtain 
in his territory. The responsibility is his to organize 
and achieve that efficiency. 

Sales supervisors are compensated with a salary of 
$75 per month, plus a load building bonus based on total 
appliances sold and installed by both the utility and the 
dealers in his district. This bonus is determined from 
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the estimated annual consumption of load building ap- 
pliances sold and installed which include ranges, refrig- 
erators, ironers, water heaters and water pumps. 

The bonus originally paid is charged back against cur- 
rent earnings on any sale, whether made by company or 
dealer, which is cancelled, returned or which has to be 
repossessed by the company or dealer within three 
months from date of installation. 

The new business manager merchandises intensively 
in the district, using 
campaign methods co- 





turer’s recommended resale quotations applying in all 
cases. 

No inside electricians are in the utility’s employ. Reg- 
ular contractor-dealers are employed to make all neces- 
sary electrical connections on ranges, water heaters, 
refrigerators, etc. Such wiring contracts, connections 
and installations are routed without discrimination. 

At frequent intervals, cooperative campaigns are con- 
ducted on major appliances. Due to a comprehensive 


newspaper advertising  pro- 
gram for these campaigns, 











ordinated with promo- 
tional effort, advertis- 
ing and cooperative 
displays. He consid- 
ers his company and 
his dealers as one unit. 
He assists the dealers 
to merchandise load 
building appliances 
without discrimina- 
tion, using every ef- 
fort to cooperate. He 
supervises all activi- 
ties pertinent to the 
routine of plan opera- 
tion. 

Definite sales helps 
are supplied the dealer 
and extensive promo- 
tional effort is carried 
on to continually en- 
large the market. 

Coordinated adver- 
tising, displays, and 
promotion are tied in 
with campaigns and 
other sales efforts are 
conducted in a coop- 
erative manner. 

News bulletins sum- 


tractors. 


by having the utility 


dealer. 


> 


program. 


The Ithaca Plan 


|. Corrects existing trade evils. 


2. Broadens the field of the utility company's promo- 
tional activities to include all dealers and con- 


3. Mitigates competition between utility and dealers 


a. Sell for dealers whenever actual competition 
for a sale exists between the utility and a 


b. Offer without charge home service, appliance 
display and advertising facilities. 


c. Develop the appliance market through coordi- 
nated campaigns with dealer colleagues. 


. Inaugurates a local appliance marketing association 
to assist dealers, wholesalers and manufacturers. 


5. Develops aggressive merchandisers. 


a. Dealers agree to display, advertise, and mer- 
chandise load building products. 


b. Utility conducts continuous dealer educational 


c. Sales assistance available only to those dealers 
who cooperate under the plan. 


dealers may tie-in and benefit 
by increasing their own sales. 
This advertising copy urges 
customers to call at dealer 
stores, and in the majority of 
cases no particular make of 
appliance is featured. Dealer 
salesmen, properly informed 
of these campaigns, can pro- 
duce more sales than if no 
campaign were in progress. 

Home service has been de- 
veloped within our group to a 
point where we now employ 
capable women who follow up 
the sale of every range, refrig- 
erator, ironer and water heater 
in the district. They make 
certain that the equipment is 
operating satisfactorily and 
are often obliged to teach the 
new user how to operate the 
appliances properly. 

Small appliances are dis- 
played in the utility’s store and 
sold to customers but no sell- 
ing effort is placed upon them. 
Terms are cash for all appli- 
ances selling for less than $10. 
This eliminates the _ utility 





marizing the utility’s 


from competition with dealers 








merchandising plans, 
together with proofs 
of advertising, are issued monthly to all dealers, whole- 
salers and manufacturers concerned. 

Periodically, advertisements promoting markets for 
appliances and creating customer acceptance for such 
appliances appear in newspapers. Such advertisements 
stress low cost of operation, convenience, utility, etc. 
They do not call attention to specific types, trade names 
or prices, but promote the dealer market. 


A paternal cooperation is not deemed sound and as 
dealers, as a whole, insist upon maintaining their 
independence, it was not felt that the company should 
assist dealers in financing their sales, but, on the other 
hand, should adopt a plan comparable with that of any 
group of reputable finance corporations and make serv- 
ices of such corporations available to all dealers involved. 

Believing that a trade-in policy was “unsound busi- 
ness,” that there would be more profit for all if everyone 
would discontinue the practice, the company discontinued 
trade-in allowances on all appliances. 

All utility merchandise is priced fairly, the manufac- 






who are placing special efforts 

on the small items. There is 
no particular inducement for customers to purchase these 
items from the power company when terms do not per- 
mit their application to the service bill. 

Special efforts are conducted by the marketing group 
to dispose of obsolete or shopworn merchandise. These 
coordinated efforts, capitalizing on group action, elimi- 
nate tendencies toward price cutting, break down sus- 
picion among dealers and assist all members of the group 
in conforming to sound trade ethics. 

Washing machines, vacuum cleaners, and similar ap- 
pliances are displayed in the utility’s showroom, but the 
utility makes no effort to sell them. 

In order that there might be no price competition be- 
tween dealers and utility, uniform prices were established 
for the installation of both electric ranges and water 
heaters. Contractors in the group agreed to install all 
ranges for these figures except where unusual conditions 
existed. Under such circumstances the contractor, in- 
formed of the prospective installation, agrees to review 
the job carefully and quote a figure to the dealer and 
the utility. The prices for installation which have been 
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established are $50 for electric ranges and $20 for elec- 
tric water heaters. These prices insure a fair profit to 
the contractor. 

We determined by analysis that the public utility 
should not act in the capacity of a wholesaler. Reputable 
wholesalers throughout the state were in a position to 
fill dealers’ orders adequately at all times. They were 
well organized and equipped to perform their marketing 
function. 

We are doing everything we can to facilitate coopera- 
tion between wholesalers and the local dealers, but we 
do not assume the jobbing function in any way unless 
asked to do so by the distributors. 

In order to stimulate acceptance for load building 
appliances we asked all dealers to build up a fund for 
this purpose. Inasmuch as dealers do not compensate 
utility supervisors for their efforts, we felt that all deal- 
ers should deduct five per cent from the selling price of 
appliances sold through our assistance and put this into 
a fund for the advertising of load building appliances. 
This fund is used by the dealer to advertise specific load 
building items which he merchandises as he sees fit. 

The company conducts a special display service pre- 
pared by a special staff to prepare window layouts show- 
ing merchandise arrangements, trimming to be used, 
show cards, etc. The actual setting up of displays is 
done by the dealer, assisted by the territory supervisor. 

Dealers are permitted to display their appliances in 
the utility’s show room at regular intervals according to 
a schedule. This is being done to acquaint the public 
with this method of cooperative merchandising and also 
to familiarize our customers with the merchandise 
dealers may be selling. 

All floor sales of dealer merchandise are 
credited to the dealers displaying the mer- 
chandise, 

Dealers are required to file all prospects 
upon whom they desire protection in a confi- 
dential file located in the utility’s office. This 
protects dealers on all prospects listed who 
are sold by utility salesmen. Prospects in 
the file are protected for 30 days before the 
utility supervisor can lend his selling effort 
for this prospect to any other dealer and 
the supervisor must assist the dealer who 
filed the prospect during the 30 day period. 

A market development organization 1s 
now in the process of formation. It will 





sales reports. These reports are necessary to measure 
the results of the test, to see that the plan is efficiently 
carried out, to maintain records that determine sales- 
men’s compensation and to plan home service follow-up 
of those appliances sold. 

Dealers and contractors are expected to cooperate by 
attending regular meetings which are conducted monthly 
by the new business manager to discuss subjects perti- 
nent to the operation of this plan. 


EETINGS of salesmen (dealer and utility) in the 

district are also conducted by the new business 
manager. These are pep meetings designed to instill en- 
thusiasm and to coordinate sales efforts during the week. 
Dealers are requested to hold themselves responsible for 
the attendance of their salesmen at these meetings. 

To break down sales resistance by educating the public 
to the conveniences of electric appliances, intensive pro- 
motion in the form of coordinated displays, the use of 
direct mailing pieces, cooperative cooking schools and 
home service demonstrations are being conducted. 

The Ithaca district of the Empire-New York Group 
which comprises the Central New York properties of 
the Associated Gas and Electric System, was selected as 
the proving ground for the plan because it is fairly 
representative of all districts. 

To initiate this cooperative merchandising plan, the 
territory supplied with electric service was divided into 
districts to provide for adequate and proper supervision 
and sales concentration. The urban district of Ithaca 
comprised four of these and the rural area, the remain- 
ing three. Subdivisions were based upon the number of 
domestic and farm custom- 
ers, the area covered and 
the potential business avail- 
able. 

Ithaca dealers were quick 
to appreciate the opportuni- 
ties provided them by this 
new merchandising pro- 
gram. Following the an- 
nouncement of the plan at 
a group meeting of 40 rep- 
resentative dealers, sugges- 
tions began to pour in re- 
garding methods of coop- 
O Vide isn enperionenbitg ee eration. Dealers through- 


ot ay 0 as Se ae 
ae coneeneeat  opagpes out the district enthusias- 


work courteously and efhcicerly. He is a spe 
cialis in this work aad cam give you the best 


~ ana ar ~ or ~ : > sca a- of service. ante , . > ~~ 
consist of a central committee, representa PESTS Set waty wo rpy eres tically started to put their 
tive of all the functions in the distribution fmcmmcnivesrednee aon dane pal ules evn desate oppon shops in order in accord- 


field (manufacturers, wholesalers, dealers, 


contractors and public utility representa- & 


tives). Under this central committee will 
be an active field secretary who shall be an 


the organization will consist of local chap- 
ters, each with its own officers. These chap- 
ters will be located so that they will effec- 
tively cover the marketing area. 

All dealer outlets are required to maintain facilities 
for servicing appliances, and to render prompt and effi- 
cient service on all appliances sold by them. 

Close supervision of this plan by the new business 
manager is being maintained through the cooperation of 
dealers in the accurate and prompt preparation of weekly 
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pos thc Sor mie ces, Whoo coasiclering the purchase af an elecs 


Associated Gas & Electric System 


ex-officio member of the committee. Further, a ee 


A typical utility ad, promoting the 
local contractor-dealer 


ance with their agreements 
in the plan. Agencies for 
load building appliances 
were secured, displays were 
arranged and salesmen as- 
signed to canvass and solicit 
business. Immediately, a 
noticeable reaction in com- 
pany relations with dealers 
became apparent. Many, who had been bitter in their 
criticisms of former activities, were suspicious at first 
but gradually the enthusiasm and confidence of other 
participants permeated their organizations and they 
eagerly fell into step. 
Wholesalers understood _ the 


tric aster OF peteolator, a range of refriger+ 
stor talk 2 ower with him. He can sdrise you 
oa the refative mericy of the various kinds and 
suggest the model best suxed t your needs, 


Appliances ake am dixpley ot our store. 


(Turn to page 26) 
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A New Plan 
Dealer Sales 


HILE appli- 

ance dealers can 

normally secure 
adequate credit accommoda- 
tions from finance compa- 
nies on their sales of larger 
appliances, these companies 
do not, as a rule, accept 
leases covering sales below 
50 dollars. 

As a result the smaller 
dealer without sufficient 
capital to finance such sales 
for himself has been unable 
to compete with his local 
utility where the latter has 
pushed the sale of small ap- 
pliances on time payments. 

After many conferences 
with representative Chicago 
wholesalers the Common- 
wealth Edison Co. an- 
nounced in March a retailer 
financing service designed 




















At the request of 
Chicago wholesalers the Common- 
wealth Edison Co. is experimenting 
with a new dealer financing plan which 
allows retailers to sell small appliances 
on the same basis as the utility 














for Financing 


from $5 to $50 


“This proposed finaucing 
is somewhat experimental 
and at present will be lim- 
ited to aggregate advances 
to all retailers of not more 
than $100,000 and to indi- 
vidual retailers of not more 
than $5,000 at any one time 
outstanding. It also will be 
limited to installment sales 
of electrical appliances the 
retail price of which is not 
less than $5, and not more 
than $50 per appliance. Col- 
lections of installment pay- 
ments may be made by the 
retailer himself or by Com- 
monwealth Edison Co. at 
the option of the retailer. 

“Tt is hoped that retailers 
will participate in this pro- 
posed plan of financing quite 
generally, and its continu- 
ance will be dependent upon 





to remedy this situation. 


The scope of this service is best described by quoting 


from the Edison Co.’s announcement. 


“The Commonwealth Edison Co. offers a service to 
retailers in the city of Chicago in financing installment 
sales of electrical appliances. This service will consist 
of advances on installment sales. It is offered for the 
purpose of facilitating the sale of such electrical appli- 
ances and is available to all retailers in Chicago to the 
extent and subject to the reasonable requirements out- 


lined below. 


the extent to which it proves 
to be beneficial to the industry and mutually satisfactory ; 
but because of the experimental nature of the plan the 
company will reserve the right to discontinue the plan 
at any time on 30 days’ notice.” 

During the six months which have elapsed since the 
plan was first announced 76 dealers have met the nec- 
essary requirements and are now participating in this 
financing service. 

The plan has already received the endorsement of the 
American Washing Machine Manufacturers Association. 


“It is deemed reasonable to require that retailers in 


order to be in a position to avail themselves of such 
advances shall meet the following broad generalities: 
- their 
sales on the installment plan should conform to the 
standard sales terms usually employed in the business ; 
they should have a retail store or stores established with 
a clerk or clerks in attendance where electrical appliances 
are sold; they should deal in appliances which have been 
or may be approved as safe and economical by an ac- 
cepted testing laboratory and which give satisfaction to 
the customer in use, and they should have facilities for 
and should make a practice of providing reasonable 


they should furnish a satisfactory credit record 


servicing of the appliances sold. 


niga wholesalers express themselves as more 
than pleased with results to date. They are convinced 
that the plan is sound, and that wholesalers’ sales of 
small appliances will increase rapidly as general business 
conditions improve. 

The next logical step in the development oi this plan, 
in the opinion a wholesaler who was especially active 
in securing its adoption, is the stimulation of the par- 
ticipating dealers through “pep” meetings and coordi- 
nated merchandising activities followed through by the 
wholesaler, whereby all dealers will devote their window 
displays and newspaper advertising to the same appliance 
at the same time. 
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The kitchen of an 
all-electric home 


| Poughkeepsie Has an 


Alll-Electric Home Plan 


HE ideal merchandising 

situation which exists in 

the city of Poughkeepsie, 
N. Y., was described in an 
article in the February issue 
of ELectricAL WHOLESALING 
which told how the Central 
Hudson Gas and Electric Co. 
withdrew from all active mer- 
chandising in 1930, at the same time extending its sales 
promotional efforts. 

Not content with having its consumers equip their 
homes electrically with one appliance at a time this 
progressive utility has now worked out a plan to sell 
(through dealers) the complete electrical equipment of 
a home as a unit, thus going considerably further than 
the all-electric kitchen idea which some of the larger 
manufacturers are sponsoring. 

According to George Potter of the Central Hudson 
Co., it was felt that a prospect for a single electrical 
appliance would often find his desire greater for some- 
thing non-electrical, whereas if his desire could be 
aroused for a completely equipped electrical home this 
desire would become greater than that for a new car, 
new furniture or whatever else he had contemplated 
buying. 

Therefore, a tentative plan was worked out in 1929 


equipment in 


and trial installations were made in 12 homes in various 


sections of the territory served by this operating com- 
pany. The first obstacle to be overcome was the inability 
1 most home owners to finance the purchase of com- 
plete electrical equipment for their homes at one time. 
lo meet this situation the utility made a five year con- 
tract covering both the purchase and use of a standard 
ist of appliances. Monthly payments were $27.50 and 
neluded the cost of current used. This was based on 
n estimated consumption of 6,000 K.W.H. per year. 
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Through the promotional efforts of the Central Hudson 
Gas and Electric Co., distributors, dealers and contrac- 
tors supplied, 


sold and installed complete electrical 
66 Poughkeepsie homes in 10 months. 


After a year’s operation the results from these trial 
installations were carefully analyzed and the all-electric 
home plan revised in the light of this experience. It was 
found, for instance, that the consumption of current 
averaged nearly 7,000 K.W.H. per year instead of 6,000 
as originally estimated. 

Before any plan could receive general promotional 
effort it must be made adaptable to the selling prices of 
any combination of approved appliances carried by local 
dealers. Also it must provide for any appliances already 
owned by the prospects. 

The plan, as finally adopted, requires that the pur- 
chaser buy all of the following appliances not already 
owned: refrigerator, range, water heater, vacuum 
cleaner, percolator, toaster and flatiron. Optional appli- 
ances which may also be included, but which are not 
compulsory, are washing machines, ironers, sunlamps, 
kitchen ventilating fans and water pumps. 

In the case of new homes the cost of wiring can be 
included while in old houses the cost of any additional 
wiring necessary to the installation of the appliances is 
added to the contract. 

If the purchaser still has a balance due on any appli- 
ances previously purchased, this indebtedness is taken 
over and also included in the contract. 

The owner is required to purchase all appliances on 
the required list not already owned and the contract 
must include two major (Turn to page 26) 











A Local Program 


For Promoting Electric Ranges 


OR several months much 
publicity has been given 

to plans for a nation- 
wide movement to make the 
American housewife as con- 
scious of the advantages of 
electric cookery as she now is 
of those of electric refrigera- 
tion. A three year campaign 
similar to that of the refrigeration bureau was prom- 
ised, which would be sponsored by manufacturers of 
wiring materials and central station equipment as well 
as by the utilities and range manufacturers themselves. 
The National Electric Light Association and the 
National Electrical Manufacturers Association joined 
in the formation of a National Electric Cookery Coun- 
cil. Members at large were appointed including Edward 
M. Graham, vice-president, National Electric Supply 
Co., Washington, D. C., representing the National Elec- 
trical Wholesalers Association and L. W. Davis, general 


A Field Plan Book prepared by the National Electric Cookery 

Council calls for the united efforts of distributors, dealers, con- 

tractors, inspectors and utility in selling the idea of electric 
cookery through well organized local councils 


manager, the Association of Electragists, International. 

Since the recent appointment of Preston S. Ark- 
wright, president, Georgia Power Co., as chairman of 
the executive committee, rapid progress has been made 
in the organization of this council. 

Directors have been appointed for the geographical 
divisions. These divisional directors will appoint “oper- 
ating sponsors” in each utility company who will be 
responsible for initiating and organizing local activities 
in the territory served by their respective companies. 

These operating sponsors are expected to organize 

local electric cookery councils composed of re- 
sponsible representatives of local distributors, 
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dealers, electrical contractors, electrical inspec- 
tors and the power company. 

The national advertising campaign, to appear 
in the leading magazines, has already been 
worked out by the National Council. It is at 
once apparent that the full force of the national 
advertising cannot be converted into sales unless 
local councils are functioning completely and are 
aggressively promoting the electric range in 
every section of the country at the time this ad- 
vertising is released. For this reason the release 
date has been set for March 1, 1933. News- 
paper advertisements, billboard material and 
radio scripts for the use of local councils were 
made available on September 1. 

In order that local councils may be organized 
without delay and to assist them in getting their 
local programs well under way before next 
March, a Field Plan Book has been prepared by 
the National Council. According to Glenn R. 
Trumbull, manager of the Council, this book was 
distributed during the latter part of August, to 
all member company executives of the National 
‘Electric Light Association “as the logical source 
to initiate action in the creation of local activities 
in all communities over the country.” 

The Plan Book features the value and desir- 
ability of the organization of Local Cookery 
Councils and stresses the necessity of coordin- 
ated local activities. The contents, as a whole, 








The Organization of the National Council 


outline an energetic and well planned local pro- 
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gram to continuously promote 
electric cookery. 

It is pointed out in the open- 
ing pages that every electric 
range sold brings a profit to the 
seller, a wiring job to the con- 
tractor, opens the way to com- 
plete home electrification and 
quadruples the number of kilo- 
watt hours used by the utility’s 
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Electrical Dealers: 
Furniture Stores 
Hardware Dealers 
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average residence customer. And SO 
While the average home without 
a range consumes 500 K.W.H. 
annually, the average home with Coinmaaesi 
a range consumes 2250 K.W.H. 

It is stated that, out of the 11 
million families with range rates, 
between 5. and 10 percent will FINANCE OPERATING 
buy some kind of replacement COMMITTEE COMMITTEE 
range in the next 12 months. In 
other words, there will be 550,- 
000 or more live prospects for Retablish Detenteas 
electric ranges next year. This budget plan 


means “range sales for some- 
body, wiring jobs for somebody, 


* 
Raise funds 
* 





increased load for somebody and Approve 
potential profits for everybody.” omens 
“Our job”, says the Plan Dinieteln 
Book, “is to “get across’ to these financial 
11 million homes the message nse 


that today the electric range is a 
finer, more salable product than 
ever before. 

. It is fast. 

. It is clean. 

. It is economical. 

. It is cool. 











» 
Establish unit 
quota 
* 
Build prospect 
list 
* 
Develop wiring 
plan 
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Technical advice 
to retailers 








In large centers, more committees may be 
necessary on account of the magnitude of 


the responsibilities. 


Schools for sales 
forces 
* 


Schools for all 
other employees 
- 


Advertising and 
display 
- 


Electric Cookery 
schools 
- 
Electric Range 
shows L 


Contests 
* 
Employee campaign 
* 
Demonstration 
after sale 
* 


Other Home Service 


. It is automatic. 
. It cooks better and is the ' 
modern way, wanted by the mod- 
ern woman.” 
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activity 








The success of the national 
program depends primarly upon 
these local electric cookery coun- 
cils whose purpose is to present a united front, eliminate 
discontent, remove misunderstandings and discourage 
unethical methods among the various branches of the 
local electrical industry, to spread the gospel of electric 
cookery within the community and to sell more electric 
ranges. Seven definite objectives for the local council 
are listed in the Plan Book. 

1. Analyze the conditions locally affecting the sale of 
electric ranges. 

2. Harmonize the various local interests involved in 
selling electric ranges. 

3. Coordinate sales efforts to obtain maximum re- 
sults. 

4. Cooperatively undertake the local educational work 
and local newspaper advertising necessary to effectively 
tie in with the national advertising. 

5. Serve as a clearing house in all matters connected 
with the local program. 

6. Provide a local point of initiating action. 

7. Maintain contact with headquarters of the Na- 
tional Council. 
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Organization Chart for Local Councils 


The goal for the first year, to be proportionate to the 
national goal, should be at least one per cent of the 
total number of domestic consumers of the local power 
company. 

The points to be considered in handling the wiring 
end installation of electric ranges are discussed at some 
length and are summarized as follows: 


1. Complete agreement between the parties concerned, 
including the utility company, retailers, wiring contrac- 
tors and the inspection authorities as to the proper 
method and procedure. 

2. Specifications for the necessary wiring should be 
drawn to provide adequate capacity. 

3. Full consideration should be given to the advan- 
tages of testing and inspecting ranges before delivery 
to the customer’s premises. 

4. An installed price at which ranges should be sold 
should be determined, quoted and rigidly adhered to. 

Requests for copies of the Plan Book should be ad- 
dressed to the National Electric Cookery Council, 420 
Lexington Ave., New York City. 
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A Plan for More Complete 


lectrification of New Homes 


@ The object of this plan is to insure the installation: of all the major appli- 
ances together with efficient illumination and adequate wiring in new 
homes when they are built, the appliances to be permanently attached 
to the house and financed under the construction mortgage 





"The house itself makes the first 
impression on every visitor. Bright 
windows and flood lighting give it 
distinction and guide the guest to 
your door” 


HOSE who attended the 
Hot Springs meeting of the 
N.E.W.A. last year will re- 
call the plan to completely elec- 
trify new homes, the preliminary 
details of which were presented 
by J. H. Van Aernam, chairman 
of the new residence sales com- 
mittee of the N.E.L.A. The plan 
has now been completed and 
formally endorsed by that asso- 
ciation. While directed primarily 
to utility executives in the belief 
that “the selling of the idea of 
complete home electrification is 
the utility’s job,” the plan affords 
unusual possibilities for both 
supply wholesalers and distributors of home appliances. 
This plan for more complete electrification of new 
residences has three principal objectives : 
1. To sell a complete equipment of built-in major 
appliances. 
2. To sell complete equipment of artistic lighting fix- 
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“A cheerful light and an illuminated 
house number are both practical ex- 
pressions of hospitality" 


tures which give scientifically correct home illumination. 

3. To sell adequate and complete wiring. 

The purpose of the plan is thus to secure the installa- 
tion of all the major appliances together with efficient 
illumination and adequate wiring in new homes when 
they are built, the appliances to be permanently attached 
to the house and financed under the construction mort- 
gage, 

To reach this objective carefully directed personal 
selling must be employed in cooperation with the local 
speculative builder, the mortgage broker, the building 
and loan association, and the real estate broker. Hence 
the plan requires a directing head who becomes the sales 
manager. The man selected may be the manager of the 
local electrical league or a member of 
the commercial department of the 
utility. 

His first task will be to select his 
contact man or salesman. This man, 
or men, must be of a type to success- 
fully contact the speculative builder, 
architect, banker, home-owner and 
others involved in building operations. 
Constant personal contact with the 
building trade locally — particularly 
with the speculative building contrac- 
tor—will prove to be nine-tenths of 
this plan’s success. 

The opportunity for complete home 
electrification divides itself generally 
into three fields: 

1. Homes built for resale. 

2. Apartment houses. 

3. Private homes. 

Under this plan the sales organiza- 
tion described above will have full 
responsibility for complete electrifica- 
tion in these three fields of the resi- 
dential market. Since houses for resale constitute about 
65 per cent of all residential building in the majority of 
localities, this class should be considered first. 

The speculative building contractor is primarily con- 
cerned with making a quick turnover of buildings con- 
structed. He is interested in anything that provides 
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new and additional selling arguments that appeal to 
prospective buyers. Complete electrification should im- 
mediately appeal to the builder because it has a practical 
value to him in three directions: 

1. It sells his houses faster, because prospective home 
owners realize that his houses offer those conveniences 
that provide unusual comfort and labor saving. 

2. It enhances his local prestige as an enterprising 
up-to-date builder. 

3. The additional investment 
for proper wiring bears its pro- 
portionate share of profit. 

The complete sales argument 
has been prepared in the form of 
a loose leaf Presentation Book 
which may be revised, if found 
necessary, to meet local condi- 
tions. On the first page, a blank 
is provided in which to hand- 
letter the name of the individual 
to whom the book is presented, 
also a blank for the name of the 
organization or company present- 
ing it. The book is bound in an 
inexpensive cover so that a thor- 
ough distribution of copies may 
be made at small ex- 
pense. 

Some of the illus- 
trations contained in 
this book are repro- 
duced herewith. The 
text contains wiring 
recommendations for 
specific rooms, a table 
of minimum wiring 
specifications, an ex- 
planation of the three 
Wire service and of 
branch circuits, a plea 
to select a_ reliable 
electrical contractor, 
and separate pages de- 
voted to the complete- 
ly electrified kitchen 
and to individual ap- 
pliances including re- 
frigerator, range, 
water heater, built-in 
dishwasher, ventilator, washer, ironer and bathroom 
heater. 

After selling the builder the contact man must see the 
electrical contractors and fixture supply houses and ad- 
vise them what has been accomplished. Next he must 
convince the real estate agent who will sell the house 
what adequate wiring and complete electrification means 
to him in increased saleability and, finally, he must see 
the banker who is the most important man in the trans- 
action. 

The contact man must be prepared to take the initia- 
tive in working out a plan for financing. When the 
wiring installation, lighting equipment and appliances 
suggested by this plan are combined in one unit purchase 
in an average home, an investment of from $900 to 
$1,200 may be involved. Obviously some convenient 
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"There should be light free from shadows at every 
working point in the kitchen and plenty of extra out- The 
lets should be available for auxiliary appliances’ 








“Another place where electricity has much to do— 
and good light is transforming this section of the 
cellar into a cheerful workshop” 


form of financing this initial investment is necessary. 

If the major appliances are built-in as an integral 
part of the structure, so that they cannot be removed, 
they cease to become personal property and become real 
property, like the wiring and fixtures, and subject to the 
real estate mortgage. Such a mortgage as a rule bears 
a much lower rate of interest than chattel financing, and 
so is highly desirable to.the purchaser. Also large in- 
vestors in real estate mortgages are given further pro- 
tection because their 
investment is made 
safer. 
contact man 
must see that arrange- 
ments are made so 
that refrigerator, 
range, water heater, 
dishwasher, clothes 
washer, ironer, kitch- 
en motor and ventila- 
tor and_ bathroom 
heater are built into 
the house. He must 
secure their accep- 
tance by the mort- 
gagor as real estate 
and see that their cost 
is provided for in the 
building loan. Once 
sold, this principal will be under- 
stood by the mortgage brokers 
and accepted in further installa- 
tions. 

The contact man should 
further arrange for advertising 
and promotional help to be given 
the builders who pioneer these 
completely electrified homes. 
Publicity is one of the strongest 
weapons available for inducing 
the builder and his banker to use 
this plan. 

All the arguments that apply 
to the single home built to rent 
or sell, apply with equal force to 
apartment houses. They must be 
equipped with all the latest elec- 
trical conveniences if they are to 
rent or sell easily. There is the 
further economy in construction if electric ranges are 
installed, since chimney flues are unnecessary. 

This plan thus suggests a method for aggressively 
promoting completely equipped homes. If used now, it 
will sell better lighting and better kitchens and laun- 
dries in homes and apartments at a time when the need 
is the greatest and the expense is the least. No great 
investment is required to operate this plan. The in- 
auguration of the plan now will bring double benefits 
when the inevitable revival of home building occurs. 

Copies of the book describing the plan, which is sum- 
marized in this article, may be secured upon request 
from the National Sales Section, National Electric Light 
Association, 420 Lexington Ave., New York City. For 
copies of the Presentation Book, in small quantities, a 
charge of 60 cents each is made. 
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A Merchandising Plan for : 
Residential Lighting Fixtures 


vy 


Awake to the possibilities of increased revenue from domestic 
lighting, the N.E.L.A. is urging local cooperative campaigns 
to sell better lighting in the home with modern fixtures 


VERY year millions of dollars are spent by the 
utility companies to promote the use of electrical 
home appliances while they pay but scant attention 
to the lighting of the home. In spite of this unbalanced 
program, two-thirds of their total domestic revenue comes 
from lighting while only one-third is derived from ap- 
pliances. 
According to the Domestic Lighting Committee of the 
N.E.L.A. there are four ways by which the current used 
for home lighting can be increased 100 per cent; through 


creating new sockets, filling empty sockets, using 
higher wattage lamps and increasing burning hours. 


In an effort to impress 
utility executives with 
the possibilities of this 
vast market of over 20 
million wired homes 
which are only 50 per 
cent lighted, this commit- 
tee issued “A Challenge 
to the Industry” about 
six months ago. It stated 
that “as long as 
1. One of every three 

fixtures is unquestion- 
ably obsolete ; 
2. Shaded light is the 
exception rather than 
the rule; 
Thirty-two out of ev- 
ery hundred lamps in 
sockets are 15 and 25 
watts in size (as determined from actual home sur- 
veys) ; 
People are allowed to feel electric light is expensive ; 
The homemaker is satisfied with the costs of elec- 
tricity for labor-saving devices, but is not satisfied 
with lighting costs ; 
6. The prevalence of defective vision is ignored; 
Inadequate standards of wiring are commonly em- 
ployed; 
8. The interest and sympathy of all possible cooperat- 
ing forces are not coordinated ; 
this challenge to the industry remains unaccepted.” 
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At the same time the Domestic Lighting Committee set 
to work to persuade fixture and incandescent lamp man- 
ufacturers to undertake a national advertising campaign 
and to develop a three year industry program which 
would include coordinated local advertising and selling 
efforts to tie in with the manufacturers’ promotion. 

A working committee was formed to develop and 
assist in carrying on this program to promote home light- 
ing in collaboration with the following industry groups: 
Society for Electrical Development, Illuminating Engi- 
neers Society, Mazda lamp manufacturers, fixture manu- 
facturers, National Electrical Manufacturers Association, 
National Electrical 
Wholesalers Association, 
Association of Electra- 
gists, International and 
local electrical leagues 
and associations. 

When completed, the 
coordinated program of 
all these agencies will 
make available: 

1. More extensive and 
effective training 
courses for home 
lighting specialists. 

2. The answer to this 
challenge, telling and 
showing how to put 
into practice the many 
things that can be 
done to promote 
adequate home lighting with fixtures of modern de- 
sign, 

3. Local assistance in carrying out the national program. 

4. A plan for promoting home lighting on a three-year 
basis. 

Although the start of the three year program has 
been delayed for reasons of economy, the committee has 
gone ahead with its plans for local activities. It has in 
preparation ‘fa series of answers to the home lighting 
challenge.”” Numbers one and two of this series were 
released in August. These are suggestions for intensive 
local cooperative campaigns to sell “Better Lighting in 
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the Home with Modern Fixtures,” and “To Sell More 
Portable Lamps in the Home.” 

The first of these “answers” is of especial interest to 
electrical wholesalers. It stresses the necessity of making 
the public conscious of the benefits of modern shaded 
lighting and presents a complete merchandising plan, 
cooperative with local fixture dealers and supply houses. 

The following paragraphs from this plan 
book indicate the purpose, character and scope 


of these local campaigns. 


“Every phase of a fixture campaign should 
be planned with the idea in mind of accomplish- 
ing the following definite results: 

Improving lighting service to customers. 

Modernizing lighting equipment. 


Conserving eyesight. 


Increasing lamp and merchandise sales. 
Increasing kilowatt hour sales of high rev- 


enue business. 


Building good will and customer satisfaction. 
“The present and growing popularity of 
shaded lighting presents a definite talking point 
in both the educational and selling activities of 


this campaign. People are not 
yet fully aware of the excep- 
tional advantages of shaded 
lighting. The educational 
portion of a campaign should 
feature specifically the im- 
proved change in modern 
home illumination, stressing 
the shaded lighting idea to 
make the prospect conscious 
of the discomfort of his pres- 


ent lighting equipment and place him in a recep- 
tive mind for intelligent sales efforts. 
“The merchandising plan should include these 


provisions : 


1. All fixtures should be sold installed. <» 
2. Lamps included with all new fixtures. 
3. Monthly payment plan with convenient terms if pos- 


sible. 


4. Guarantee of fixtures against defects in material and 
workmanship by the manufacturers, the utility and 


other retail outlets. 


“The educational part of 
the campaign should point 
out four definite tangible ad- 
vantages of shaded lighting; 
it should stress these advan- 
tages of this modern type of 
home illumination, expressed 
in terms of style, charm, 
eye comfort, and low cost. 
People must be made con- 
scious of these benefits and 
their value before the desire 
for shaded lighting can be 
created. For this reason the 
campaign is composed of 
three definite divisions: 

1. Advertising. 
2. Educational activity. 
3. Definite sales plan. 
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5. Plan to be cooperative with all local fixture outlets. 
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“The objective of 
any fixture cam- 
paign, to conform 
with the principles 
and thoughts under- 
lying the ‘challenge 
to the electrical in- 
dustry,’ is to sell 
more and better 
lighting. The sale 
of just fixtures 
may or may not 
be the means to that 
end. If all, or the 
majority of the lo- 
cal retail fixture 
sales outlets can be 
converted to the 
underlying _ princi- 
ples, and convinced 
that the public can 
be made to buy only 
those fixtures and 
other lighting equip- 
ment that improve 
the lighting service 
in the home, the ob- 
jective is possible to achieve. 

“Just fixtures will cease to 
exist and good lighting equip- 
ment will be substituted. The 
encouragement offered by the 
utility to all retail stores, the 
willingness of the utility to be 
helpful in advertising and to 
share its sales force and 


other promotional facilities with the retailers, and 
to sincerely sponsor a broad, general cooperative 
movement, cannot fail to win the participation of 
some at the start, and eventually the enthusiastic 
support of all local retail interests. 


“More fixtures will then be sold. 


“More profit will result to the fixture seller. 
“Increased gross revenue will accrue to the utility. 


“The customer will be provided, comfortably and sat- 

















The objective of the Home Lighting Program 


isfactorily, with more and improved lighting.” 


Adequate wiring is recognized 
as being essential to the success 
of such local home lighting ac- 
tivities. “Adequate wiring, once 
installed in a home, is continually 
at work affording convenience in 
the use of electricity, and the 
outlets themselves, scattered 
throughout the house, actually 
suggest to the occupant the pur- 
chase of additional equipment. 

“It seems essential, therefore, 
that in any activity pointed at the 
residence market, a program 
which will improve wiring in the 
old and new homes should have 
careful consideration.” 

These plan books are avail- 
able from N.E.L.A. headquarters. 
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The Interdependence of 
Wholesaler and Manufacturer 


By LEON H. FRANK 


Vice President 
BullDog Electric Products Co. 
Detroit, Mich. 


The electrical wholesaler is a necessary economic factor, 
provided he performs his full functions, is loyal to his 


manufacturers and receives proper support from them 


HERE are certain very definite functions which the 

manufacturer expects his wholesalers to perform 

and, likewise, there are other definite functions 
which must be performed by the manufacturer himself. 
A clear conception on the part of both wholesalers and 
manufacturers of their 


fails to perform all of these functions which makes it 
necessary for him to perform some of them for him- 
self. In such cases a smaller differential may be provided 
the wholesaler because of the added expense to the manu- 
facturer in performing certain functions himself. 
The nature of many prod- 


responsibility to each 
other is necessary if we 
are to eliminate the dif- 
ferences of opinion 
which have existed far 
too often in the past be- 
tween wholesalers and 
their supplying manufac- 
turers. 

The subject of profits 
has been a frequent cause 
of dispute. The whole- 
saler, often justifiably 
complains that the man- 
ufacturer does not pro- 
vide a sufficient spread 
between the established 
resale price and the 
wholesaler’s cost. The 
manufacturer often re- 
taliates with the state- 
ment that he has pro- 
vided ample differential 
but the wholesaler re- 
duces this differential by 
cutting the price set by 
the manufacturer, 

In the final analysis, I 
believe the differentials 
to be established for the 
wholesaler should be 
based on the various 











THE FUNCTIONS OF THE WHOLESALER 


To anticipate sales, thereby purchasing in adequate 
quantities for resale in smaller quantities. 


2 


To be able to quickly supply the demand, and to in- 
crease the demand tor a given product in the com- 
munity in which he operates. 


3 


To keep in close contact with the customers in that 
territory, knowing the class of work they do and their 
financial responsibilities. 


4 


To have an adequate sales force not alone to fill the 
demand which may be created by the manufacturer's 
efforts, but also to create additional demand and 
thereby increase his own sales as well as the manufac- 
turer's sales in that community. 


5 


To himself represent commercial integrity and finan- 
cial responsibility. 











ucts makes it impractical 
for the wholesaler to carry 
them in stock. Such prod- 
ucts are usually bought on 
special quotations from the 
manufacturer. When a 
wholesaler requests quota- 
tions from several manufac- 
turers and purchases from 
any one of them he ceases to 
be a wholesaler and becomes 
a broker. He cannot expect 
to receive a liberal differen- 
tial and full cooperation 
from a manufacturer unless 
he does a selling job for 
that manufacturer. 

Our policy has always 
been based on what we have 
termed “limited  distribu- 
tion.” I do not think that 
any manufacturer should 
attempt to have too many 
distributors. He only re- 
quires a sufficient number 
to assure the prompt deliv- 
ery of his product to the 
consumer. Too many dis- 
tributors will result in the 
wholesaler duplicating his 
lines on the same grade of 
merchandise. 





functions which he performs and that the wholesaler 
who performs his full functions is entitled to a larger 
differential. 

The manufacturer often claims that the wholesaler 
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I always want to feel that a certain wholesaler in a 
certain territory is our wholesaler and that his competi- 
tors are our competitor’s wholesalers. No manufacturer is 
in a position to get all the business. Likewise I feel that 
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THE FUNCTIONS OF THE MANUFACTURER 
I 


To keep abreast of the times and, wherever possible, 
to anticipate what should be manufactured for his 
wholesalers to distribute. 


2 


To provide adequate manufacturing facilities and, 
thorough experience, to produce uniform merchandise 
so that the material he ships to the wholesaler will 
stay sold. 


3 


To maintain financial responsibility with adequate re- 
serves to insure his continuance in business so that the 
wholesaler need not anticipate a time when he must 
change his source of supply. 


4 


To either make the best that the market will consume 
or the cheapest that will pass inspection. He must 
not place his wholesalers in a position where they are 
obliged to state the lines they have are "just as good" 
or "almost as low in price." 


5 


To be loyal to his wholesalers and to demand loyalty 
from them. The manufacturer must assure the whole- 
saler of his loyalty by cooperating with him. He must 
believe that the wholesaler will use every endeavor to 
sell his product and not a competitor's, he must be 

laced in a position where he does not have to guess 
whether the wholesaler is a customer or a competitor. 
If this can be accomplished, the cooperation of the 
manufacturer and his salesmen in the field is assured 
to the wholesaler. 


differential from the manufacturer and a lower profit 
to himself. 

The present condition in the electrical supply industry 
has, I believe, been greatly accentuated by the number 
of so-called electrical wholesalers who have failed to 
function. This has resulted in certain large manufac- 
turers setting up their own so-called supply houses which 
I consider to be merely direct selling agencies of these 
manufacturers. They have done this because the whole- 
salers through whom they tried to sell their products 
did not prove loyal to them. 

In conclusion, it is my belief that the future of the 
electrical wholesaler is resolving itself down to seven 
essential requirements. Naturally, personality is also a 
tremendous factor and this the wholesaler must have in 
his organization. He need not be a big concern because 
bigness does not spell success or stability. On the other 
hand, it often represents an excessive overhead which 
recent times have proven a difficult burden to bear, with 
resultant gray or bald heads and empty pockets. 

I believe that the electrical wholesaler is a necessary 
economic factor. I further believe that the wholesaler 
who functions properly will not only continue in busi- 
ness but that, when prevailing conditions are reversed, 
he will enjoy prosperity to a greater degree than ever 
before. 




















neither is any wholesaler and I believe that when a 
wholesaler goes out to sell a certain grade of merchan- 
dise of a certain make and when he proposes to function 
for that manufacturer, he must sink or swim in the sale 
of that manufacturer’s product. Likewise, the manufac- 
turer should sink or swim with his wholesalers. 

If a concern is a wholesaler that means it is selling 
certain products of certain grades. If it is not a whole- 
saler then it is a retailer or broker and expects to fill 
the demand for any product that its customers may call 
for. 1f the concern is a retailer then it comes under a 
different category and is not entitled to the differential 
provided for a wholesaler. 

In general, I have no grievance against any whole- 
saler who sells a competitive product. He knows his con- 
dition and he chooses a product which he feels he is justi- 
fied in selling. But when he makes that decision | feel 
that he should be loyal to the manufacturer whose prod- 
ucts he has obligated himself to sell if he is to receive 
the differentials provided by that manufacturer. He 
should not seek a similar differential from a competitive 
manufacturer. In the first place he weakens his posi- 
tion not alone with the manufacturer whose products 
he has assumed to sell, but he also breaks the morale of 
his whole sales organization who then cease to be sales- 
men and become order takers. This results in a smaller 
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THE SUCCESSFUL ELECTRICAL WHOLESALER 
WILL 


Sell his line of merchandise according to the ideas of 
the class of trade he is going after. 


2 


Sell these lines not because of the demand created by 
the manufacturer, but because he believes he, himself, 
can create a demand and sale for them in his territory. 


3 
Thoroughly investigate the facilities and financial re- 
sponsibilities of these various manufacturers whose 
lines he contemplates selling. 


4 


Avoid duplication of lines and confine his efforts to 
selling the lines of the manufacturer whom he repre- 
sents and which he carries in stock. 


5 
Limit the volume of business which he can do to the 
amount of business which he can finance, or else se- 
cure additional financial resources to enable him to 
increase his business accordingly. 


6 


Not try to sell in a territory beyond that which he can 
properly service. 


7 
Satisfy himself that the manufacturer with whom he 
associates is not paralleling another manufacturer's 
line just because there seems to be a demand for it, 
that he is a manufacturer who looks forward to what 
should be made to meet a condition instead of follow- 
ing what may be a temporary demand. 

















Live-Wire Pete Breaks Into 


A Family Part 
ELL gang, it’s been 

W we time since you 
heard from me on 


account I haven’t had any- 
thing to brag about during the 
intervening period. 

The old firm went to the 
wall in spite of having one of 
the best salesmen in the busi- 
ness (me) on their staff and ( 
regardless of the fine advice I 
gave the boss, most of which 
he ignored. Bosses are 
often like that and it is 
very annoying to an ) 
earnest young man like 
myself. \G 

Of course I stepped 
out to some of the com- 
peting houses and sort 
of hinted that I could 
be persuaded to accept 
a position. They were 
all glad to see me— 
tickled to death to know 
that the crack salesman 
of the territory would 
no longer make inroads 
on their puny sales. 

One of these eggs is old man Blitz. When I an- 
nounced that the old firm had gone up the spout he says, 
“It’s no wonder what with the troubles a man has man- 
aging a business nowadays, reorganizations and so 
forth.” 

“How did you reorganize?” I want to know. 

“Well,” he explains, “I cut my payroll by about half, 
but I got to supervise more now than I used to. First 
I gave my son a job on account of his getting laid off 
by the telephone company. Then I put my father-in-law 
on asa salesman. He lives with us and don’t pay board. 
What can you do? And my wife claims there was no 
use in paying the bookkeeper, who she calls a blonde 
hussy by the way. Anyhow the wife comes down and 
works on the books.” 

“How are they making out?” I says, but I knew the 
answer. 

The old man grunts a couple of times and makes a 
pass at reading his mail. I sat there seeing pictures in 
my mind. Incorrect statements going out from that 
dumb wife of his who thinks she is back in her father’s 
harness shop every time you mention lugs or switches. 
The son knows a lot about telephone engineering but 
he can’t get up a comeback when the customer howls 
that prices are too high. 
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Old Man Blitz 





And the father-in-law, a fine old gent 
whom I know personally; he would be a 
star salesman, maybe, only he gets so in- 
terested in relating incidents of the Span- 
ish American War that he goes away for- 
getting to ask for an order. 

I feel sorry for poor Blitz, sitting there, 
pretending to read his mail when he is 
really thinking about the help he depends 
on for the operation of his business. 

Then a guy blows in from some trade 
magazine in the electrical business. Would 
Blitz subscribe? 

Blitz turns on him like a wounded lioness 
defending her young. “So!” he howls, 
“T should be spending money for maga- 
zine subscriptions when business is this 
way? I tell you I ain’t got money to spend 
on anything that ain’t necessary. Then he 
grabs a creditor’s statement from the mail 


/ and starts to read with such vigor I 
thought sure he must have found an error 
in it. 


The guy goes out talking to himself and I follow slow, 
just thinking things over. Blitz don’t read trade maga- 
zines ; don’t know much about new goods on the market ; 
has no idea about what wholesalers in other parts of the 
country are doing. 

But whatever else his faults, Blitz made plenty of 
money a few years back and has it in liquid form, ready 
to squirt—after he is darn sure he will get big returns. 
Trouble with him a few losses have made him over 
cautious and he has retrenched at the expense of volume. 

I go home to review current and past issues of trade 
magazines on the electrical wholesale business. 

Two days later I call back on Blitz. “How’s busi- 


ness?” I inquire. 
(a= 
ff A 
(ay, on 


“Don’t ask such 
S 


fool questions,” he 
says, giving me a 
dirty look. 

“T’ll bet you dol- 
lars to knockouts 























The Wife 
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that your administrative costs are all out of proportion 
to other expenses,” I tell him, just as a feeler. 

“And maybe you would know if I gave you the 
amounts?” he says with some spirit. 

“You said it” I come back, reaching for his cigarettes 
which he has carelessly left on the desk. “I’ve seen 
case studies of a good many electrical wholesale houses, 
divisions of expenses, profits, methods used, set up, etc. 
Study enough figures from these different houses and 
it’s easy to see why they make money, or why they don’t. 
Show me your books and I will probably be able to put 
my finger right on the reason for your low earnings.” 

“How can you get figures on the operation of other 
businesses?” Blitz says doubtfully. 

“Costs money to get them,” I says, giving him a wise 
owl wink, which answer impressed him a lot more than 
to have said that such figures were published in a cer- 
tain good trade magazine, and to be had for the modest 
price of a subscription. 


MPLITZ,” I went on, “You were talking to me the other 

day about reorganization. You don’t know what the 
word means. You can’t start to reorganize until you 
know the weaknesses you want to correct. You’ve got 
to learn them through study or by employing an expert 
who knows how to analyze a business. 

“I could give you some pointers too on turnover. 
Show you items in your stock that aren’t moving and 
others you should stock for profit, but don’t. Are you 
awake to the sales possibilities of commodities you do 
not handle at the present time? 

“How do collections and purchases compare with 
sales? Got any charts here, or can your wife the book- 
keeper give you any idea on this? What are you doing 
about shelf warmers?” 

Blitz has been sitting there with his mouth open. Sud- 
denly he comes to life. “Now Mr. Wise Guy, maybe 
you are going to show me that you are smart enough to 
answer questions as well as ask. It won’t cost any- 
thing to hear what you got to say.” 

“It wont huh?” I retort, “You’re the kind of 
a guy that invites the doctor in for a cup of coffee 
and then asks him what’s wrong with the wife’s 
liver. The only thing I’m telling you free is that 
you should have advice from a paid expert. 

“But show me your books and let me look 
over your stock and I’ll tell you how much of a 
job the reorganization would be. It’s nothing to 
me cause I’m going to accept an offer of a job 
like this in the east anyway.” 

“Leaving town,” Blitz considers. “Then you might 
as well give the books a look.” 

I do. They tell me things. So does his stock. 

“Maybe if you wasn’t leaving town for a week or so 
| could give you some work in the meantime. If you 
produce it might be a lot longer,” Blitz suggests. 

“Not interested,” I tell him. “But I’ll give you a tip. 
You don’t know what other electrical houses around the 
country are doing. Did you know that the Peerless 
Company has a new policy on compensation for sales- 
men that makes their men work harder and at the same 
time makes them more contented? That Atlas has as- 
signed men to call exclusively on users of industrial 
electrical equipment? That the Ohm Company has put 
out big capacity trucks with a store stock in them so 
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that the salesmen can take orders and deliver in one 
call? I could tell you too all about the methods used 
by this company in making the plan a success.” 

Blitz is out talked for once in his life and sits there 
looking at me like I was some new species at the 
aquarium. “| think you’re a lot of hooey,” he says 
thoughtfully, “but out of all your ideas some of them 
might be good, and we sure need a few good ideas. Just 
for fun, what kind of a proposition would you make ?” 

“I’m getting a year contract, 50 dollars drawing ac- 
count and half the increase in 
net profit over last year,” I 
tell him, “Being a bigger firm, 
the profits would be more 
than yours, but again I could 
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probably make a 
bigger percentage 
, of increase with 
sian! you. 

Blitz comes down 
off the two legs of 
his chair with a 
bang. “But you 
would save a lot of moving expenses by staying here,” 
he reminded. “And besides it ain’t good to take your 
kids to a strange school.” 

“Well, I suppose you are right,” I admit, giving up 
the connection with the imaginary eastern firm with ap- 
parent reluctance. “But your father-in-law will have to 
make 20 calls a day, and I’m going to give that son of 
yours a lot of coaching on sales. And your wife had 
better give her full attention to managing your home.” 

“I been thinking the same thing,” says Blitz, with the 
first pleasant smile I have seen on him for months, “only 
I didn’t have the nerve to tell the old woman.” 

“And Blitz,” I says, after the contract was signed, 
“maybe you had better subscribe to some trade maga- 
zines to keep up with what’s new.” 


The Father-in-Law 
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epeat Sales Come By Helping 
Dealers Move Their Stocks 


By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 


AVING induced a 
chant to spend his good money 
putting in a stock of such sta- 

ples as, let us say, lamp cord, plugs, 
and sockets, any representative of an 
electrical wholesaler knows that his 
job has just begun. He knows that 
if he is to sell more lamp cord, plugs 
and sockets to that same merchant 
the initial stock must first move into 
the hands of consumers at a profit 
to all concerned. He knows that an 
outlet once opened doesn’t water 
much grass, if there’s a kink in the 


once mer- 


hose. 

The price of success for the whole- 
saler, then, is to keep open the retail 
channels through which he must op- 
erate. How this is to be done is the 
biggest single problem with which the 
wholesaler’s field representative must 
deal and, as in solving any other prob- 
lem, the obvious technique is first to 
break it down into its component 
parts and then tackle one minor diff- 
culty at a time. 

A recent inquiry among sales man- 
agers in the electrical wholesaling 
field, for example, brought out re- 
peatedly the statement that the big- 
gest difficulty which their salesmen 
had to meet, especially at this time, 
was the financial condition of their 
retailers. But isn’t this looking at 
one symptom of the ailment instead 
of concentrating attention on the real 
cause of the trouble? 


Sluggish Inventories 

It takes no mind reading or sales 
research “experting” to find that the 
reason for the low financial condition 
of so many retailers is that their 
stocks aren’t moving. But is the 
single word “depression” a completely 
satisfying answer as to why they 
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Author of "Self Management in Selling" 


Practical suggestions as to how the distributor's salesman 
can secure repeat orders from his dealers by first helping 
them move merchandise which they already have on hand 


aren’t moving? How many of us 
have asked ourselves this question? 

During a recent trip of nearly three 
months the writer dropped in at doz- 
ens of electrical, furniture and music 
stores, and automobile salesrooms. 
When approached by a salesman, he 
said he was “just looking around” 
(that he would like to buy, but had 
received a 20 per cent cut in salary 
and couldn’t buy anything). 


Sympathetic Salesrmen 

In only three or four cases did the 
salesman make any serious attempt 
to go on from there. There was 
plenty of evidence from the sales- 
man’s remarks that the quality of hu- 
man sympathy was not dead in them; 
plenty of diagnoses of the reasons 
for no business; plenty of consoling 
statements that “That’s the way with 
everybody”—but almost no effort to 
correct the shopper’s point of view. 

In only two cases did the salesman 
try to bring out the fact that the 
family which has suffered only a 
20 per cent cut in income has really 
had a raise of at least 10 per cent on 
account of the lower current prices 
of the products they use. 

In the field of the simplest physio- 
logical necessities — food, clothing 
and shelter—one of these salesmen 
showed me that the cost of living is 
at least 20 per cent less. He got the 
writer to admit that the shirt he had 
on had cost 25 per cent less; that a 
good automobile costs from 30 to 40 


per cent less than it did five years 
ago; and that electrical specialties had 
been reduced at least as much, 

This constructive attitude on the 
part of the salesman interested me 
so much that I made inquiries and 
found that his point of view had 
come from a talk with the representa- 
tive of the distributor for the elec- 
trical refrigerator which he was mak- 
ing such an intelligent effort to sell. 

Contrast this sort of work with the 
statement of a certain wholesale rep- 
resentative who said to the writer: 
“What I am trying to do is to just 
keep the dealers in my territory from 
passing out. If they can just stay in 
business for a while until sales pick 
up I'll be satisfied.” 


The Wrong Attitude 


Unfortunately, this attitude is not 
rare among either retailers or whole- 
salers. But isn’t it evidence of the 
psychology of defeat? If there ever 
was a time when, as Napoleon, I be- 
lieve, is supposed to have said, , “the 
best defense is an offensive,” isn’t 
that time now? Certainly the sales- 
man who encourages this attitude in 
the minds of his dealers is going to 
be on top of the wave when the tide 
turns in earnest. 

Selling something for the dealer— 
moving some of his stock, either in 
person or by giving him a sound idea 
for doing it himself—has always been 
the surest route to repeat orders. 
Never has it been more necessary 
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than it is at the present time. 


This method can be applied to even 
the most staple of electrical products. 
One salesman, for example, got a 
dealer to make up a few extension 
cords in 10 and 15 foot length com- 
plete with lamps and lamp guards. 
They were put in the window with a 
card reading: “Did you ever want 
more light in dark corners of the 
basement, the attic, the garage, and 
lose minutes or, maybe, hours of time 
for want of such a simple thing as 
an extension cord? Here’s one al- 
ready made up for you!” 

Another wholesalers salesman sug- 
gested to the owner of a prominently 
located electric shop that he list 
houses for rent and make his store a 
sort of clearing house for both own- 
ers and renters—and incidentally get 
a chance to demonstrate, in the one 
case, how he could make property 
more rentable by installing electrical 
equipment or making repairs; and in 
the other, how he could make the 
rented house more comfortable for 
the family which lived in it. 





Is there any wonder that retailers 
on whom such salesmen call look for- 
ward to their visits and give them 
“the breaks’? 

When the wholesaler’s representa- 
tive is selling a product which is han- 
dled exclusively, or semi-exclusively, 
it is nearly always his chief—almost 
his only—job to work with his retail- 
ers in moving his product from their 
stocks. If this is done, there is no 
need to worry about repeat sales. 





A Definite Target 


One of the first needs in moving 
any product from dealer’ stocks is 
to help him get firmly set in his mind an 
idea of the volume he should be doing. 
Until he sets up a definite target and 
practices shooting at it every day, no 
man can hope to develop into a cham- 
pion marksman. This applies to mer- 
chandising as well as to the handling 
of firearms; and this is the reason 
why the wise salesman tries to help 
his dealers set up quotas for them- 
selves. 

Probably the simplest type of 
quota, and the one that produces the 
best results, is the one which sets up 
the dealer’s own best previous day 
and best previous week as targets at 
which to constantly aim. 

“A few years ago there weren’t 
enough radios to go around,” said one 
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dealer, “and getting orders for all we 
could buy was no trick. But nothing 
else ever struck the imagination or 
the desires of people so powerfully 
and pretty soon nearly everybody had 
them. 

““Now, however, there are plenty to 
go around, and this has forced all of 
us to do a lot more thinking than we 
thought would ever be necessary. 


The Spirit of Golf 


“In our own case we have got the 
salesmen into the spirit of a game of 
golf, with their own best previous 
week’s sales as bogie. These records 
are posted on the board after each 
salesman’s name and the figures for 
the current week are built up at our 
morning meeting each day. 

“When their volume gets to a cer- 
tain point, the salesmen get a bonus 
for every dollar’s worth above that 
point and the high man each week 
also gets a cash prize.” 

Every merchant, retail or whole- 
sale, knows that the success of any 
such plan depends on constant pres- 
sure, sympathetic but firm, from some 
source. The wholesaler’s representa- 
tive has more of a chance than any- 
one else to be that source of inspi- 
ration. 

Next to helping move stock, prob- 
ably the greatest assistance that the 
wholesale man can give a dealer is an 
honest effort to establish a fair basis 
for inventories of his product. It is 
always a major merchandising prob- 
lem to strike just the right balance 
between over-buying and under-buy- 
ing, and that problem is particularly 
acute just now. 

Of course, there are some mer- 
chants who have neither the cash 
nor the credit with which to carry 
adequate stocks. In such cases repeat 
orders will depend on either helping 
to get cash or credit, or else helping 
the dealer to turn over his small stock 
so fast that a satisfactory volume 
results. 

But, as every salesman knows, 
there are plenty of merchants who 
have the cash or the credit, and yet 
are passing up sales and profits be- 
cause of not having the merchandise 
to deliver. The problem here is to get 
the buyer to see a clear picture of 
what he is passing up. 

One example that comes to mind 
is that of a dealer who handles a 
prominent make of electric refriger- 


ators. A short time before the call 
of the distributor’s salesman a small 
new model had been introduced at a 
very low price. This made such an 
impression on the salesmen in one 
city that they had just about aban- 
doned work on the prospects for 
larger units in order to go after the 
business that seemed to have the least 
resistance. The natural result was 
that the dealer’s gross profits were 
dropping alarmingly. 


Inquiry by the distributor’s repre- 
sentative showed that the dealer him- 
self had been so impressed by the unit 
volume on the new model that he 
had assumed that larger models were 
“dangerous merchandise” and he had 
purposely cut his stock down. But in 
his zeal to keep the inventory down 
he had cut past the place where he 
had enough for trial installations, and 
he was already missing sales. 

The salesman asked the dealer to 
get out his profit and loss statement 
for the past year, and he required 
only a few minutes to demonstrate 
that well over half the gross profits 
of that particular dealer had come 
from the users who would never be 
touched by the new, inexpensive 
model. 


A Dealer's Confession 


“T had let my stocks get below the 
danger point,” said this dealer in a 
“confession meeting.” “I believe | 
was actually taking more pride in 
preventing loss than I had previously 
taken in making profits. 

“The more I thought of it, the 
more I began to realize that I not 
only had to have merchandise if I ex- 
pected to sell it, but also that there 
is a lot of commercial virtue in the 
tonic qualities of a mild “inventory 
pressure.” I experimented with buy- 
ing a little more of all sizes than I 
thought was 100 per cent safe—and 
then all of us had to beat the bushes 
for ways and means of selling them. 
I don’t mind telling you that we got 
a lot of business that we would never 
have had if we had felt perfectly 
comfortable and safe.” 





If the one sure-fire way to get 
repeat business is to help dealers 
move their stock on to consumers, 
one of the major problems of the 
wholesaler’s salesman is to help 
strengthen the sales forces of his 
dealers. This will be the subject of 
next month’s article. 
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We Believe That— 


Wholesalers and Distributors Should 


1. Economize:—by maintaining strict credit policies, 
adopting budgetary control and eliminating from 
their operations all wasteful practices. 

2. Localize:—by confining efforts within that territory 
which can be served at a profit and by cooperat- 
ing in the solution of local problems through local 
wholesaler associations. 

3. Specialize:—by concentrating sales efforts on se- 
lected markets, commodities and accounts. 

4. Advertise:—their services and their commodities 
consistently to their trade. 

5. As an industry:—adopt uniform accounting methods 
and uniform cash discounts, undertake distribution 
cost studies and promote a better appreciation of 
the services rendered by wholesalers. 


Utilities Should 


6. Recognize wholesalers as their logical source of sup- 
ply for both wiring materials and appliances. 

7. Adopt merchandising practices which do not deny 
other branches of the electrical industry an open 
market for the sale of incandescent lamps, domestic 
appliances, ranges, radio, refrigeration and all other 
electrical appliances and equipment which is no 
longer in the pioneering stage. 


Dealer 
Financing 


PPLIANCE and specialty distributors are facing 
A a most serious situation at this time. Their deal- 
ers could sell many more radios and small appliances 
except for their inability to secure adequate financing 
on installment sales. Refrigerator sales seem to be 
least affected because the financing companies look with 
more favor on refrigeration paper. 


There appear to be three reasons for this situation: 


1. Many dealers who formerly discounted their leases 
in a volume satisfactory to the financing companies 
are now making fewer sales and do not have enough 
paper to make their business profitable to these 
companies. 


2. The finance companies appear to be unduly skep- 
tical of radio paper. 


3. Regardless of their volume, finance companies 
do not want to handle leases where the unit of sale 
is small. 


Many wholesalers and dealers are looking to their 
local utilities for assistance and some utilities are 
responding. —The Commonwealth Edison Plan is a par- 
tial solution. It answers the problem of financing small 
appliances but there is a limit to the total amount of 
paper which can be handled and no provision is made 
to meet the situation where the individual sale is in 
excess of $50. However, it is an important start 
in the right direction. 


Speaking before the last Atlantic City Convention 
of the N.E.L.A., T. O. Kennedy, chairman of its Com- 
mercial National Section, and vice-president of the 
Ohio Public Service Co., said: 


“Our greatest contribution, in addition to promo- 
tional selling, would be the financing of sales, by all 
dealers, of load building equipment at terms within 
the customers’ ability to purchase. Nor should we 
hesitate to undertake such financing. Having already 
invested $500 in permanent facilities to permit us 
to sell 600 kilowatt-hours per year to a customer we 
should be glad to temporarily advance a like amount 
at reasonable interest to make it possible for that cus- 
tomer to purchase appliances that would double, triple 
or quadruple his use of our service.” 


Other utility executives, however, hesitate to en- 
croach upon the field of the financing companies, They 
feel that this type of banking lies beyond the scope of 
their logical activities. 


Also, most utilities are now facing the problem of 
refunding their maturing obligations. They have no 
surplus of cash, which they could tie up in dealer paper 
even if they desired to do so. 


The solution would seem to be for the utility to act 
as a local clearing house for the handling of all paper 
which dealers are unable to discount directly with the 
finance companies. Leases would be accepted from 
reputable dealers, the utility’s credit facilities would be 
utilized to investigate the purchaser, the utility would 
endorse the paper and then rediscount it with the 
finance companies in quantities satisfactory to them. 


The resulting increase in their domestic revenue 
should justify the expense to the utility of thus func- 
tioning as a local clearing house, including the setting 
up of a reasonable reserve against any losses incurred 
through repossessions. 
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In the event that such a plan failed to receive the 
approval of state utility commissions, the utility could 
sponsor a separate organization, a local acceptance cor- 
poration, to endorse this “orphan” paper which no one 
now seems to want, and to rediscount it with the regu- 
lar financing companies. 


Out of 
the Rut 


UR Pacific Coast correspondent writes us of a 
small plumbing distributor who has just started 
in the electrical supply business. He says “They have 
been in it only about a month with results in sales far 
ahead of what they had expected. They have the pep 
of a small organization starting in on a new thing and 
working like Sam Hill. They have a lot to learn both 
in the electrical supply business and about the electrical 
contractor trade, but they will do well. They know 
how to sell and are not in a rut. Not knowing so much 
about the business and consequently not being so sure 
they can’t sell anything in these times, results in their 
getting very satisfactory orders when everybody in the 
old organizations is saying there is no business. They 
are all down to the office ready to work at seven A. M.., 
including the president.” 
These plumbers will bear watching—they are out of 
the rut. 


Undeserved 
Blame 


N those districts where the utilities have not only 

ceased to actively merchandise, but have also ceased 
to promote the use of electricity in the home, sales of 
appliances have fallen off—and the blame has been 
laid to the distributors and dealers. 

Two years ago the Southern California Edison Co. 
withdrew from merchandising in Long Beach, Calif. 
They left the dealers to tackle the job of range promo- 
tion as they saw fit and the “experiment” started off 
with an utter lack of cooperation between dealers and 
the power company. As a result sales fell off and fell 
off badly. 

Last year the utilities were legislated out of mer- 
chandising in Kansas and Oklahoma. With perhaps a 
few exceptions, Kansas utilities stopped their promo- 
tional activities as well as their merchandising. News- 
papers, especially in the smaller towns, no longer car- 
ried power company advertising. Hence, Kansas pub- 
lishers went on record as opposing the anti-merchandis- 
ing law and favoring its repeal, to the great satisfac- 
tion of the utilities. 

Much has been written in the electrical press to the 
effect that Long Beach was an “unfortunate experi- 


ment” and that the Kansas and Oklahoma laws have 
been failures, driving to the mail-order houses what 
appliance sales have been made since the utilities quit 
merchandising (and promoting). 

Wholesalers and dealers have been blamed for these 
results, and blamed most unjustly. Had they attempted 
to carry on sales promotional activities to the same 
extent as did the utilities they would have committed 
financial suicide. Such expenditures simply are not 
“in the wood” with present margins, nor will they 
ever be. 

If the so-called “experiments” in Long Beach, Kan- 
sas and Oklahoma have been failures then the utilities 
themselves are to blame. Their primary purpose is to 
sell electricity. Therefore, it is their responsibility to 
promote its use through popularizing household appli- 
ances and educating their consumers in the use of these 
appliances. The objective of the distributor and dealer 
is to sell the prospect on his particular make of appli- 
ance and his margin of profit permits him to do just 
that and nothing more. 

We sometimes wonder if these utilities who at- 
tempted to place the burden of promoting the use of 
their product, electricity, on the strictly merchandising 
divisions of the industry ever really expected them to 
actually carry it. 

In commenting on a survey which it recently con- 
ducted, Electrical World states that “horrible examples 
of once progressive companies which have to all intents 
and purposes almost completely ceased load building 
activities are not hard to find.” 

Fortunately, only certain utilities are thus shirking 
their load building responsibilities. There are others, 
and their number is growing, who have learned that 
broad dealer cooperation, as distinguished from total 
cessation of merchandise sales, can be relied upon to 
increase their domestic revenue at a satisfactory rate. 


v 


Telephone 
Listings 


RECENT analysis of the electrical section of Chi- 
A cago’s classified telephone directory revealed a 
condition which we believe is by no means peculiar to 
that city. 

Thirteen electrical wholesalers were incorrectly listed, 
10 appearing under manufacturers and two under re- 
tailers. They did not appear under the “Electrical 
Supplies—W holesale” classification. On the other hand, 
17 concerns did appear in this group who were not 
wholesalers. One of these was found to be a mimeo- 
graph shop where orders could be left for a so-called 
wholesaler who “déd carry some electrical goods in his 
automobile.” 

These classified directories are designed to render 
a service. Errors such as were found in Chicago not 
only impair the value of this service, but also do an 
injustice to the legitimate wholesaler. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Why Some Salesmen Say 
"I'm Making More Money Now" 

W. W. Crocheron, sales manager 
of the Inter-Mountain Electric Co., 
Salt Lake City, Utah, recently made 
a very interesting survey. He asked 
a large number of hotel managers and 
desk clerks what their reaction was 
to salesmen of all classes and kinds, 
who patronized their hotels, now, as 
against ’28 and ’29. 

The composite answer of these 
hotel men was that 80 per cent of the 
fellows who used to leave 7 o'clock 
calls and were out of the lobby about 
8 o’clock in the morning are now 
leaving 8 and 9 o’clock calls and are 
still in the lobby at 9:30 and 10 
o’clock, and are back about 3 o’clock. 
Generally speaking, when this late-to- 
go and early-to-return 80 per cent are 
asked how business is, which is one 
of the stock questions of the hotel 
man, they reply to the effect that it 
is no good, and almost invariably they 
express uncertainty as to how long 
their firms will continue to keep them 
on the payroll. 

And what about the other 20 per 
cent of these salesmen? Hotel men 
say that these men are now leaving 
at 7 o’clock and are not seen again 
until dinner time. When they are 
asked the same question they almost 
invariably answer that they are mak- 
ing more money now than they did 
in flush times, but are having to work 
twice as hard. 

Vv 


The Ithaca Plan 
(Continued from page 9) 
constructive attitude of the utility in 
refraining from the wholesaling func- 
tion and assisted to a great degree in 
organizing outlets and securing new 
business. Special schools for dealer 
and customer education were conduct- 
ed by them, displays were arranged 

and deliveries speeded up. 

After the first announcement, dis- 
cussion meetings were arranged 
among dealers, wholesalers and util- 
ity. Constructive ideas that resulted 
from these‘ meetings were incor- 
porated in the plan. 

During the preparation of the plan 
the retailer appeared to be the weak- 
est link in the distribution chain. 
Manufacturers and wholesalers were 
performing their marketing functions 
rather satisfactorily, but little effort 
had been expended by them to edu- 
cate dealer outlets. Naturally, the 


power company had to foster a wide- 
spread program of dealer education 
to develop independent, aggressive 
outlets in the territory. This educa- 
tion was started immediately. Schools, 
meetings, merchandising letters and 
services, together with other educa- 
tional helps, are now playing a vital 
part in stimulating dealer education. 

Since this plan went into effect in 
Ithaca last February it has been ex- 
tended to include the entire Empire- 
New York group of the Associated 
Gas and Electric System. This group 
includes nine districts in the central 
part of New York State. 


Vv 


Poughkeepsie Has An All-Electric 
Home Plan 
(Continued from page 11) 
appliances or a water heater to be 
used as the sole source of hot water 
supply. 

The amount of the contract is 
based on the amortization of the cost 
of appliances over a period of five 
years plus six per cent interest, and 
on a consumption of 7,000 K.W.H. 
per year, including lighting. Any 
variations from this amount of cur- 
rent will be credited, or billed, at two 
cents per K.W.H. at the expiration 
of the contract, with any reasonable 
overrun spread out over monthly 








Contractors and Dealers Meet: 
group picture taken at the Florida State 


In this 


Contractors and Dealers Convention, 
and the Florida Chapter of Electrical 
Inspectors, Orlando, Fla., we see R. P. 
Lansford, Jr., Square D, writing down 
the names of those assembled for the 
benefit of our photographer. Next 
comes, Ernest T. Lloyd. manufacturers’ 
agent; G. S. Stuart of the Southeastern 
Underwriters; Troy A. Brown, Raybro 
Electric Co., Tampa; Leslie A. Palmer, 
Jr., Square D, and John J. Davis of the 
Electric Supply Co., Tampa. 


payments if desired. The contract 
is cancellable at any time upon mu- 
tual agreement. Thus the owner can 
pay up the balance due before the 
maturity of the contract or, if un- 
able to continue his monthly pay- 
ments, an equitable division of the 
appliances may be agreed upon. 

Provision is made for repossession 
in case of default and the utility 
takes over the account without re- 
course to the dealer while the dealer 
assumes all responsibility for serv- 
icing. 

Tables have been worked out for 
the salesmen showing the amounts 
which can be financed by monthly 
payments of $25 to $45 in $5 steps 
and for periods of 36 to 60 months. 

In the first 10 months of its opera- 
tion, from June 1, 1931, to March 31, 
1932, contracts were signed for 66 
all-electric homes. The total amount 
of appliances involved was $41,- 
018.99, an average of $621.50 per 
contract, and all of this business was 
done by local dealers and contractors, 
In addition several home owners 
completely equipped their homes and 
paid in cash. 

This record in a period of finan- 
cial distress when the mental atti- 
tude of the public was not conducive 
to spending is ample proof of the 
practicability of Poughkeepsie’s all- 
electric home plan. 


Vv 


Interdependence Within the 
Electrical Industry 
(Continued from page 5) 

This whole problem of interdepen- 
dence, this whole problem of coopera- 
tion, really comes down to a question 
of understanding each other—being 
fair, having that spirit of helpfulness 
which has behind it no altruistic mo- 
tive, but does have behind it that 
common-sense business axiom that in 
helping the other man you are help- 
ing yourself. We need better under- 
standing and better cooperation in the 
entire industry. 

I see before us great opportunities, 
but each must do his part. When we 
can have our national trade organiza- 
tions in the electrical industry pull- 
ing together as a single team, when 
all local leagues represent harmonious 
combinations of all interests, when 
the individual acquires an industry 
consciousness, then and only then 
will we have aligned ourselves to do 
the greater job ahead. 
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Why Not Hold Business 
Against Lower Price 
Competition—In This 
Easy Way? 


Vy 
yy If you let your buyers think that “fuses are just fuses” 
\ what is going to keep your competitor from getting the 
‘N business the first time he quotes a lower price ?—Nothing 
but your personal friendship. 















60 Amp. 
600 Volt 
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BUT if you educate your buyers to know that BUSS 
SUPER-LAG Fuses will give them the most positive 
protection at the LOWEST COST — your competitor 
can’t even give his fuses to them—you will be able to 
hold business against any kind of price competition. You 
will have the facts to help you. 


HERE IS YOUR STORY 
































































“It can readily be seen that a fuse that does not blow 
= io. on every harmless overload or temporary current surge 
hex ses will prevent many needless shutdowns and save the user 

money. 

Such a fuse is the NEW BUSS SUPER-LAG FUSE. 

It has a time lag so long that it will safely carry 
many harmless overloads that would blow other 
fuses—yet the BUSS Fuse is so designed that it 
blows promptly on short circuits or dangerous 
overloads. 
All fuses have some time-lag (the amount of 
time it takes to blow the fuse on an overload). 
Without it they would blow instantaneously on 
any overload. The BUSS Fuse merely has a 
400 Amp great deal more time lag than any other fuse. 
600 Volt | This Super-Time-Lag is obtained through the 
ss use of “Lag-Plates” attached to the BUSS fuse 
link. 

BUSS SUPER-LAG Fuses keep motors running, ma- 
chines operating, operators working and production at 
peak.—They make money for the user.—” That’s your 
sales story. 

LOOK ON YOUR DISCOUNT SHEET 

On the BUSS sheet in your binder will be found a brief 
sales story for your use. If you would like more infor- 
mation ask your Sales Manager to get you “The Story 
of the BUSS SUPER-LAG Fuse” in handy booklet form. 

600 Amp. 
600 Volt 





BUSSMANN MANUFACTURING CO., ST. LOUIS, MO. 
A Division of the McGraw Electric Company 


These charts show re- 
sults of tests comparing 
old style fuses with the 
BUSS SUPER-LAG 
FUSE. 
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Westinghouse Simplifies Domes- 
tic Metering Installations 

The coordination of three import- 
ant innovations has been effected in 
a new metering system, just an- 
nounced by the Westinghouse Elec- 
tric and Manufacturing Co. This 
new system is applicable to old as 
well as new installations. Essen- 
tially, it combines a new detachable 
watthour meter, the nofuze load 
center, and stroboscopic meter test- 
ing. It provides for mounting the 
detachable meter on the outside of a 
house exactly opposite a nofuze load 
center installed in the kitchen, thus 
eliminating long runs of wiring, and 
for quick convenient testing by 
means of a portable stroboscope. The 
new meter requires no expensive 
meter box as the registering element 
is protected by a weather-proof case. 


Vv 


General Electric Launches New 
Activity on Photoflash Lamps 
A nation-wide fall and winter sales 

activity on photoflash and photoflood 

lamps by the Incandescent Lamp De- 
partment of General Electric Co., 

Nela Park, Cleveland, has been an- 

nounced. 

Four magazines of national circu- 
lation, Liberty, Better Homes and 

Gardens, Popular Science and Physi- 


cal Culture will conduct series of 


photographic prize contests to extend 
throughout those fall and. winter 
months that hold the greatest picture- 
taking possibilities. 

Prizes totaling $5,585 in cash, as 
well as a number of merchandise 
prizes, will be offered to contestants. 
General Electric will actively support 
and co-ordinate with these contests 
through an intensive advertising and 
sales promotion activity. 

On the basis of past experience, it 
is anticipated that upwards of a 
quarter-million photographs will be 
taken during the period of these con- 
tests. 

7 
Fading May Be Caused By An 
Electronic Eclipse 

At Conway, N. H., a complete ra- 
dio eclipse of short-wave signals, pre- 
ceding the eclipse of the sun on Au- 
gust 31 by two hours, was noted by 
Dr. E. F. W. Alexanderson, radio 
consulting engineer of the General 
Electric Co. This radio eclipse started 
at 1:30 o’clock in the afternoon. As 
the moon began to cast its shadow 
over the earth, the radio signals grad- 
ually became stronger and were back 
at full strength about half an hour 
before the totality of the optical 
eclipse. This, according to Dr. Alex- 
anderson, seems to prove that fading 
is caused by an electronic eclipse 
rather than the approach of darkness. 








A Group of Merchandising Specialists: Left to right, are: D. C. Spooner, Jr., 
advertising manager of the Merchandise Department of General Electric at 
Bridgeport, Conn.; L. W. Smith, director of the General Electric Kitchen Insti- 
tute, Chicago; W. A. Grove, director of the Edison G. E. Appliance Co., Chi- 
cago; W. J. Daily, sales promotion manager of the Electric Refrigeration De- 
partment of the General Electric, Cleveland; H. F. Barnes, sales promotion 
manager of the Incandescent Lamp Department of General Electric at Nela 
Park, Cleveland. These advertising and sales promotion men recently convened 
at Nela Park to discuss promotional plans and policies which this year involve 


expenditures approximating $5,000,000.00. 


Electragists Plan Policy 
Making Convention 


The 32nd Annual Convention of 
the Association of Electragists, Inter- 
national, to be held at the Hotel Pres- 
ident, Kansas City, Mo., on October 
10, 11 and 12, is to be a national 
forum of the electrical contracting 
industry, instead of the usual long 
speakers program. 

The first two days of the conven- 
tion will have both morning and 
afternoon sessions strictly delibera- 
tive forums, open to contractors and 
dealers only, at which reports, discus- 
sions and actions will be presented 
entirely by the members and for pol- 
icy guidance on industry problems. 
The final convention session on 
Wednesday morning will be an all- 
industry program, at which the key- 
note will be “Industry Teamwork” in 
studying the mutual industry prob- 
lems. 

Vv 


Ford Plan Adapted to 


Electric Refrigerators 


A new merchandising plan for dis- 
tributors has been announced by the 
Republic Refrigerator Co. of De- 
troit. 

The wholesale distributor has 
never had sufficient profit allowed 
him to properly contact, cultivate 
and promote sales with his dealer 
trade, according to William Pace, 
who is now directing the merchan- 
dising activities of this manufac- 
turer. 

“We are putting Henry Ford’s 
plan into actual practice in the re- 
frigerator field”, states Mr. Pace, 
whose experience includes connec- 
tions with the manufacturers of 
One-Minute and Maytag washers 
and Williams Oil-O-Matic Oil Burn- 
ers. “The Republic plan involves 
decentralization of assembly and 
manufacture resulting in lower 
costs and more satisfactory distribu- 
tion of our product. The assembling 
profit will go to our licensed distrib- 
utors. All shipments will be made 
direct to the distributor’s warehouse 
from the point of origin, there will 
be no doubling up of freight and 
cartage charges. 

‘All experimental work and pur- 
chasing will continue to be done in 
Detroit. New models in the medium 
price class are now in production 
and will be announced to the trade 
shortly.” 
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INSTANTANEOUS SUCCESS 


GREETED THE 


NEW 


LINE OF WALL PLATE MERCHANDISE 


Distributors generally have enthusiastically welcomed and approved 
this new P&S development as a real opportunity to put wiring devices 
back on the profit side of their ledgers. 


A COMPLETE SERVICE with P&S-DESPARD materials—number of stock items reduced four-fifths 
—investment reduced nine-tenths for equal adequate stocks of competitive devices—transportation costs 
reduced nearly half—increased turnover—fair and attractive profit on investment—these are a few of the 
reasons why the P&S-DESPARD LINE has won the immediate approval of Wholesalers wherever shown. 













One 
Switch, 
One Con- 
venience 
Outlet 
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. on HEREWITH 
° Switch 
5 are illustrated four of the 59,244 P&S- 
DESPARD combinations which can be assem- 
1 bled from the 16 basic interchangeable units 
r and 7 wall plates One, two or three services 
= Nake from a single-gang box—two to six services 
Light, from a two-gang box—six from a three-gang 
4 m8 box. Choice of either Brown Bakelite or t 
)- Nini po ALABAR (Ivory) wall plates—no_ special 
e i te fl finished plates necessary. 
e — fl No such compactness, no such interchange- 
11 fl ability, was ever before possible until P&S 
il announced this new revolutionary line which 
d F makes it possible for Wholesalers to put profit 
| back in the wiring device business by selling 
oboe eS inde My I P&S-DESPARD materials. 
; oe Two Con- ul For complete information regarding these 
: . ‘Gea i ~\ revolutionary products write or wire direct to 






PASS & SEYMOUR, Inc. sation SYRACUSE, N. Y. 
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Your dealers received this powerful 
window banner, lithographed in full 
color, size 18” x 36” with a smaller 
poster which says “‘Buy ’em here” 
Tell every dealer to be sure and put 
it on his windows. 


@ With the banner shown above your dealers 
can link their stores with the biggest adver- 
tising smash in the twenty consecutive years 
of General Electric MAZDA lamp advertising, 
a campaign which will blanket the country 
this fall to focus people’s attention on the need 
for high quality lamps made by General 
Electric. 


This window banner will be pictured in our 
advertising in the country’s leading magazines. 
Readers will be urged to buy lamps where they 
see this window banner. It is a buying guide 
that people will look for when they buy lamps 
in October and November. 


Listeners to the General Electric program 
over a nation-wide radio network will be told 
the same message. 


GENERAL @ 






a ties your Lamp 






Every class of people will be reached—the 
people on your dealer’s street—the people in 
their neighborhood—their customers—their 
prospects. 


This window banner has been sent to all 
your lamp dealers. Check up and be sure 
that each one has received it. Sell them on 
using it. Sell them on the General Electric 
Fall Activity. It means more lamp sales for 
them—more lamp sales for you. 


$1500 in prizes will be awarded to the 
dealers who best carry out the suggestions. 
Tell him how he can win a share. 


And don’t fail to tell every dealer to put the 
banner up on his window and direct custorners 
to his store and his lamp counter. General 
Electric Company, Nela Park, Cleveland, O. 





MAZDA 








we 


October, 1932 


ELECTRICAL WHOLESALING 31 





SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 


Dealers’ stores to LHIS J 


@ Beginning October Ist, 64,984,238 readers 
of leading magazines will be told “For Good 
Light at Low Cost use General Electric 
MAZDA lamps” and “Buy your lamps where 
you see this window banner.” This mammoth 
advertising campaign will appear in — 


COLLIER’S 
TIME 

LADIES’ HOME JOURNAL 
GOOD HOUSEKEEPING 
WOMAN’S HOME COMPANION 
McCALL’S 

HOLLAND’S MAGAZINE 
PHOTOPLAY 

MOTION PICTURE 

MOVIE CLASSIC 

BUSINESS WEEK 

FORTUNE 

NATION’S BUSINESS 

JUDGE 


and similar publications 


MILLIONS 


more will hear the same message in the General 
Electric program—broadcast over a nation- 
wide network. 


You can capitalize the interest this power- 
ful advertising punch creates among your 
dealers by telling them to display the special 
window banner and to push General Electric 
MAZDA lamps by every means at their com- 
mand. 









A SURE WAY 
to get good light 
at lon ones 


Look for this ee 8 





GE NE HAL® EL EC TRIC: 


M. dove Leenh — 





ric manufactures ta onge fur home Ub ecovation. autawobiles, ft 
«s t 
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The Lamp Quality Story 


@® THE G. E. MONOGRAM ON A LAMP IS A 
TRADE-MARK worthy of the customer’s confidence 
because: 


(a) General Electric is the world’s oldest and largest 
incandescent lamp manufacturer. 


(b) General Electric leads in research and develop- 
ment which have made lamps better, year after 
year. 


(c) General Electric is the only American manu- 
facturer doing the complete job of lamp manu- 
facture, from raw materials to finished product, 
in its own plants, guarding the quality of its 
lamps by 480 processes, checks, tests and in- 
spections, 


HLECTRIC 


LAMPS 






























Market for Electrical Products 


Compiled monthly from reports received by ELECTRICAL WHOLESALING from 
a selected list of electrical wholesalers and specialty distributors. The figures 
show the number of reports on each item received from each zone 































































































































































































































































































Zone | Zone 2| Zone 3 | Zone 4] Zone 5| Zone &| Zone 7} Zone 8 | Zone 9 
iaamaaniaa 3} =] 5/8] =| 513] =| 513] 2] 5]'3] =] 3] 8] =| 518) 2] 3/8] 4] 3] Bla] 3 
OLLI OL LO] Llol Ll LlolLlejol Li ejol el ejolejejojcia 
ae sora aan, Poor Fair Fair Poor Poor Poor Fair Poor Poor 
Conduit 0/21210/8161/0/3/010/9/9/0;/2/6/0/0/4]/0;/1);3]70;0)2])0)/0)5 
Conduit Fittings, Boxes, Accessories} 0| 2/2]/0/8/6/0/3/0]/1/8/9/0/2)6/0/0/4/0;)1/3]0/0)2)0 0/5 
Fuses O11 3701/7) 71/0/31/01/0]110) 8/O; 1) 7/0} 1;270;4;0 70; 1) 17 0) 172 
Miscellaneous Supplies .................-. O11) 27/0] | 3,1} 2/07116/970)/3) 570; 1;370)3;0 70; 1) 170) 341 5 
Safety Switches & Panelboards........ O11/3732/5)77/0)/21/170/9/910/3)/57/0;1)/31/0)3)1]0;0;1);0)0)4] © 
Tools 01/0;/3/0/0/910/0}21/0/2}10/0)/1)5)0)/0)4]70);1);2)0)/0)1);0)/0)2 
Wire & Cable O11) 371191370131 070110/71/0)4)/4)70)/0)4]0;/2;/2];0;1)1)0)1)3 
Wiring Devices 0/2/2/0/10';4/0/3/0/0/9/91/0}2/670/0/4/0)/3;/1]70)/1)/1]0)0) 4 
Outside Construction Materials...... 0/0;3]1 LTO F304 14 0/11/710/0) 4 0;0144/010/0]0)] 0) 3 
B—EQUIPMENT & APPARATUS Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Industrial & Commercial Lighting 
Equipment 0'0/4/0!5/81/0}1}210)2)}1I5/0/1)770)}2)2}0/0)4}10);0)0);0)0)2 
Motors & Control O1O;3T11 318701) 210101470} 1)670)/0)4];071)3 |0;0;070);0)2 
Switchboards & Accessories ............ 010/3/0/3/810/1)/270/0]12/0/0;8/0;/0/41/0/0)/3 JO;O;O;O;O0;2]7., 
Telephone & Signal Equipment........ 01/0/31/0/2)/910/0/2/0/0}12/010;7/0/0/3])0/0/2]/0/0/0);0/0)1 e 
Commercial Equipment ...................- 01/0/41/0)4/8/0/0;1/0}1}970/0/710);0;4);0/0/310/0;0)/0;0)1 
Industrial Equipment ......................-. 01/0/4/0/1/10}/0/0)/11/0)/0)/9}0)0)7}0)0)4)0/0/1]70;0;/0);0/0)1 
Ventilating & Air Conditioning 
Equipment 010/410) 4/970]; 1) 170) 111271} 1} 670)/2);2}0/0)3 JO;0;1);0)0)1 
C—APPLIANCES AND SPECIALTIES | Poor Poor Poor Poor Poor Poor Poor Poor Poor 
Counter Merchandise .....................- 0131310121410 131010 (114161013 |S POP he 10 P24 SO 2118 Th) 3 
Electric Clocks 0}0/6/0/2112}/0}/0)4]/0)/2)12/0);1/71/0;0;470)/0)310;0;2];0) 1) 3 
Fans 011/4/0)/1/470}1}3]0)21161/0)/0/8/0)/0)4)0)/0)/4)/0;0;2];0) 1) 3 
Heating Appliances .................-------|0}2/1]/0/6/8]/0/1}110/4|14/0/2}/6/0/3/1]70/0)4/0/0]}1]0/0)2 
Incandescent Lamps ...................-.....- O;5;171181 67012) 143 112}47014)/4],2)/ 2/070); 3)} 1 FT} 1} 170;0)2 
Oil Burners Ol1TS1LOlO;5 OO} O0F010}/210)/0)/4}0)/0)170)/0)1)70)1);0);0)2)/0 
Radio ol2}3}rf2injolri3}risirfol2/2jol2}1fojol3foljo|2jojoj1] 8 
Ranges & Water Heaters............... O;1)2]}2/5]4folrl2fol3a}z7fojr}/sfojr}2fol1}sfololijo;3j1y™ 
Refrigerators 01/0/51/0/4/4];/0;/1/17/013)/910/0)/3]70/0;/2/0)/0}310/0);2;0);0) 1 
Residential Lighting Equipment........ O;/2)/17/2/2)/8}0}1/210/4/970)/2/470)/2)/27,11/0);3 10/0/07; 0);1)2 
Trains & Toys O;O11/0/0}/810}0)/11/0/0)/670)/0)51/0)}0);270)0)110)/0)/040) 0) 3 
Vacuum Cleaners 0/0)4/0/7/7/0/}1}2]0/4 |6/0)/1/570)1)370)1)310)0),210)0)2 
Washing & Ironing Machines.......... O11) 4711/5) 670;1;/ 210} 8)/741,;2)/37/0)2)37/0)/3); 1,0; 1) 27;0)0)2 
Other Motor Driven Appliances...... Ol 1/3 {1/6)/5;0/0/ 170] 4] 8100/2) 441;1)2)0/0)310/0)0)0/ 071 
ZONE AVERAGE Poor Poor Poor Poor Poor Poor Poor Poor Poor 
STATES IN EACH ZONE 


Zone |—New England:— 
Zone 2—Central Atlantic:-— 


Zone 3—Southeast:— 


Virginia, North Caroli 


Georgia, Alabama and 


Zone 4—Midwest:— 


Michigan, Illinois, 


Maine, New Hampshire, Vermont, Massa- 
chusetts, Rhode Island and Connecticut. 


New York, New Jersey, Pennsylvania, Dela- 
ware, Maryland and District of Columbia. 


South Carolina, 
Florida. 


Ohio, West verte. a ag , 
iscons! ni ° 


Zone 5—Gulf Southwest:— 
Zone 6—West Mid-Continent:— 
Zone 7—Central Northwest:— 


Zone 8—Pacific Northwest:— 
Zone 9—Pacific Southwest:— 


Texas, Oklahoma, Arkansas, Louisiana, 
Mississippi, Tennessee and issouri. 


Kansas, Nebraska, Colorado and Wy- 
oming. 


eg North Dakota, South Da- 


ota and 


Montana. 


Idaho, Oregon and Washington. 


California, Arizona, New Mexico, Utah 
and Hevata. 











roor 


Poor 


Utah 
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With the result that we can 
now announce A Startling New 


Glass Development / 















Some months ago, we announced to the trade that 
we were still working—more active than ever be- 
fore—in spite of the well-known business depres- 
sion. We have never relaxed our efforts—kept up 
an aggressive campaign for commercial lighting 
business and constantly sought ways to produce the 
best in lighting glassware. 

Now that there are signs of renewed business op- 
timism, we wish to repeat our statement. We are 
ready with an amazing new and better glass that 

will result in an even greater volume of business for 
wide awake, progressive jobbers who work with us. 

The Inland Line now, more than ever, fits modern 
needs. It is a fast selling line. 

Distributors with the Inland Line will enjoy new 
prosperity as business comes out of the doldrums. 
Write today for full particulars of the new Inland 
glass. It will bring greater profits for you this Fall. 





INLAND GLASS COMPANY, Inc. 
CHICAGO js e R ILLINOIS GNA AD 
Moderne 
TON. E. W. A 


CAA 


SS 






AQ 


GLASS 
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National Association of 
Radio, Refrigeration and 
Electrical Distributors, inc. 


| information on 
this page has been prepared by 
H. G. Erstrom, Executive Vice- 
President, by Authorization of 
the Board of Directors of the 
Association on June 9, 1929 





Modern Age Show to Be Held 
October 15-30 ; 

If a modern Aladdin were to be 
set free with that well-known lamp 
of his, he could hardly create more 
items of wonderment than those that 
are going to be shown in the Modern 
Age Exhibition at the Travel and 
Transport Building, Chicago, from 
October 15 to 30. 

The National Association of Radio, 
Refrigeration and Electrical Distrib- 
utors realizing that business is on 
the upturn, realizing that Chicago is 
the second largest market in the 
world, realizing that the World’s Fair 
is an ideal place to present modern 
products have combined all the assets 
into the spectacle which is known as 
The Modern Age Exhibition. The 
most revolutionary concept in archi- 
tecture has been incorporated in the 
huge “sky hung” dome of the Travel 
and Transport Building. That is to 
be the roof looking down on the 
fairyland of displays. This huge 
breathing dome suspended by sky- 
hooks has been the subject of world- 
wide comment. Hundreds of thou- 
sands of visitors have already seen 
this magnificent building. Standing 
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A Store Within a Store: 


man Refrigeration Co., Cleveland, O., 





empty with bare walls and housing, 
with only the most unusual echo in 
the North American continent, it has 
been a great magnet for the curious. 

The Modern Age Exhibition is to 
present the most modern products of 
all phases of industry. Radio, re- 
frigeration, air conditioners, clocks, 
everything will be shown. The ex- 
hibits are being displayed in a dy- 
namic moving presentation. Because 
of the structure of the building, there 
will be no posts to obstruct the view. 
Consequently, there will be a continu- 
ity of display. Yet, each particular 
exhibit will be a forceful show in 
itself. For example, air conditioning 
has aroused more comment than 
almost any modern invention in re- 
cent years. The public is becoming 
air-conditioning minded. They en- 
counter it in the show house, they 
see comments about it in the press, 
articles are written indicating that 
the future home will contain it and 
consequently their curiosity has been 
aroused. They are anxious to know 
about this new principle which will 
affect their lives. As a result, air 
conditioning companies will have ac- 
tive shows describing in detail the 
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This separate display on the main floor of the Cush- 
not only shows what a well-dressed store 


department should wear but sets off to advantage the refrigeration units and 
enables the sales force to make convincing demonstrations to merchants. 





principles underlying air condition- 
ing. Modern refrigeration methods 
have also occasioned great comment. 
That too will be explained in a force- 
ful dramatic manner. New radio 
ideas, new principles, all are to be 
explained thoroughly and convinc- 
ingly. The thought of the exhibitors 
and the executives of The Modern 
Age Exhibition is that the public 
should know what is going on. Much 
of the bunk and aura of romance 
that was caused by these products in 
the past is now discounted. Present 
economic conditions have made the 
buying public open their eyes. They 
feel that at last they should know the 
why of the wherefore. That is part 
of the program of The Modern Age 
Exhibition. 

For the past three years the buy- 
ing public has been extremely neglect- 
ful. They seem to have forgotten 
that manufacturers, distributors and 
retailers exist. It is only when their 
home products become worn and use- 
less that they realize that they must 
purchase new equipment. The public 
is almost in that state now. One of 
the fundamental economic principles 
states that when there is a demand 
occasioned by necessity, and a supply, 
a market is created where the two 
meet. At The Modern Age Exhibi- 
tion the public, demanding, will meet 
the supply, the product. If the old 
time economic theory which has al- 
ways proven true holds again, an- 
other market will have been created. 
Once there is a slight turn-over (and 
The Modern Age Exhibition direc- 
tors feel that there will be a tre- 
mendous turn-over occasioned by the 
show) business will have been started 
again, the wheels of industry will 
start moving and the old cycle to- 
wards prosperity once again will have 
been started. The strategic position 
of Chicago and the ideal thought be- 
hind the show makes this seem a 
certain reality. It is that sort of 
optimism and faith in the future that 
is guiding the directors of this show. 
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MR. JOBBER— 


, THOUSANDS OF INQUIRIES AND ORDERS 
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Because Electrotrim blends so perfect- }¢ 
ly with the woodwork finish, to illus- E> 
trate product clearly, white instead of 
proper Mahogany finished Electrotrim 
has been used in this photograph. 
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i INSPECTED 
i NON-METALLIC SURFACE EXTENSION 


NOW is the time to go after 36% 


























The phenomenal response to Electro- 
trim’s announcements is due to the fact 
that anyone with imagination, vision and 
knowledge of the electrical industry can 
see the tremendous market for Electro- 
trim. No wonder inquiries and orders 
are pouring in at the rate of more than 
100 a day! The “wide awake” of the 
industry are taking quick action to get 
their share of the BIG PROFITS offered 
by this long awaited electrical specialty. 


Overnight has been born a new oppor- 
tunity for business improvement in the 
electrical industry. If you are not among 
the thousands of Electrotrim enthusiasts 
—stop—and think a moment— 


Picture 40 million American homes and 
offices practically every one of which 
needs more wall outlets. You know that 
the chief reason why they are “putting 





Anderwriters’ Laboratories 


Profit Electrotrim Business! 





’ 


up” with unsightly lamp cord extensions 
is COST. Now for the first time this 
sales resistance no longer exists! Now, 
everyone can afford MORE WALL OUT- 
LETS. Electrotrim brings SAFE, Un- 
derwriters’ Laboratories approved, sur- 
face extension outlets within the means 
of the most modest budget. 


Some jobber is going to sell Electrotrim 
to the electrical contracting dealers in 
your territory. Some jobber is going to 
offer the Special Introductory Assort- 
ment which enables dealers to go after 
this profitable business with an invest- 
ment of only $23.50 ($25.50 Pacific 
Coast). Some jobber is going to show 
dealers how easy it is to install Electro- 
trim—how much larger are the profits. 
Are you going to be that jobber? Then 
don’t delay—write for Electrotrim’s Lib- 
eral Jobber proposition today. 


The first and only non-metallic surface extension wiring with this label | Offer this Special Introductory 


: Electrotrim Assortment to your 


issue a-1 ELECTROTRIM!NG : dealers—for easy sales and Big 


i Profits. 








UNION 


LECTROTR 


INC. 


CITY, INDIANA 


"For Safety's Sake—See Your Electrical Contractor" 
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Association 


— Activities 


& forum for the exchange of news 
and views between both local and national 
trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Electric Refrigeration Week 
October I|—8 


The annual Electric Refrigerator 
Week, sponsored by the Electric Re- 
frigeration Bureau, will be observed 
this year from October 1 to 8. To 
assist all local bureaus and all local 
sales outlets to tie in with this ac- 
tivity a booklet has been prepared by 
the Electric Refrigeration Bureau 
which tells how to put on a local re- 
frigeration exhibit. 

Over 500 local exhibits were held 
in connection with the 1931 Electric 
Refrigeration Week. It is expected 
that this record will be exceeded this 
year. 


v 


25 Per Cent of N.E.W.A. 

Members Handle Refrigerators 

Reports made by 155 member 
houses to the N. E. W. A. show the 
extent to which electrical supply 
wholesalers are active in the specialty 
field. The percentage of reporting 
houses handling each appliance was 
as follows: fans 97, vacuum cleaners 
95, radio tubes 90, washing machines 
83, radio sets 80, ironers 70, electric 
ranges 65 and refrigerators 25. 


v 


Philadelphia Range Campaign 
Started September 12 
Under the direction of the Elec- 
trical Association, electrical dealers 
throughout the Philadelphia area 
have organized for a sales activity 
on electric cookery. The campaign 
opened with an inauguration dinner 
at the Hotel Pennsylvania, Septem- 
ber 12, and will run into the latter 

part of November. 

The metropolitan territory has been 
divided into 15 sections and an ex- 
ecutive committee of dealers has 
been appointed for each section to 
effectively administer and supervise 


the campaign. The members of these 
committees make up an advisory 
committee, upon which there are also 
representatives of the distributors 
and manufacturers interested in the 
campaign. 


v 


St. Louis Association Stimulates 
Radio Dealers 

The St. Louis Radio Trade Asso- 
ciation is mailing a series of letters 
to all radio outlets in its territory 
and also holding dealer rallies to de- 
velop a concentrated sales effort on 
radio. Cooperative advertisements 
directed to owners of obsolete radio 
sets are being run in the local news- 
papers. 


Vv 


Philadelphia Show Features Air 
Conditioning 

The 5th Annual Electric and Ra- 
dio Show of The Electrical Associa- 
tion of Philadelphia was held Sep- 
tember 26 to October 1, at the Mu- 
nicipal Convention Hall. 

A fully equipped, air-conditioned 
home was erected on the floor of the 
auditorium, In addition, there was 
the usual comprehensive display of 
the latest developments in radio, re- 
frigeration, domestic and industrial 
electrical appliances. 


v 


Newark Enlarges Scope of Its 
Annual Electrical Show 
Newark’s second annual Electrical 
Show, sponsored by the Essex Elec- 
trical League, will be held October 
1 to 8. Arrangements have been com- 
pleted for unusual features such as 
television, electric eye, electric ear, 
air conditioning, in addition to the 
latest in radio, refrigeration, appli- 

ances, and equipment. 


Madison Square Garden Show 
Postponed Until 1933 

The Combined Radio, Refrigera- 
tion and Electrical Exposition, which 
was to be held in September has 
been postponed until next year, ac- 
cording to an announcement by W. 
F. Carey, president of the Madison 
Square Garden Corp. 


v 


N.E.M.A. Offices Moved to 
R.C.A. Building 

The National Electrical Manufac- 
turers Association is now occupying 
its new quarters at 570 Lexington 
Ave. (R.C.A. Building), New York 
City. The new offices are readily ac- 
cessible to the subways and are within 
8 minutes’ walking distance from 
Grand Central Station. 


v 


Sales Schools Organized in 
Cleveland 


Convinced that adequately trained 
sales forces are the key to greater ap- 
pliance volume, the Electrical League 
of Cleveland has organized two more 
sales schools, each on a much broad- 
er scale than the first experimental 
school, brought to a successful con- 
clusion a month ago. 

Purpose of the first new school is 
the training of women with wide ac- 
quaintance and social connections to 
discover prospects, create prospects 
and close sales, the last either with 
or without the aid of the member 
dealer’s regular sales force. 

The second school has as its pur- 
pose the training of salesmen already 
employed by member dealers. The 
salesmen will be taught the League 
method of selling the use of an ap- 
pliance and will be specially trained 
in approach and presentation. 

Each of the courses lasts five full 
days and, at present, instruction is 
limited to one appliance. 
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ERE are two 
new high 
grade Commercial Tapes— 
PANTHER and DRAGON, that 
are marketed exclusively through the 
wholesale trade. Cellophane wrapped 
— individual green cores— backed by the 
Okonite, Okonite-Callender and Hazard reputations for quality— 
they satisfy all requirements. Panther Nos. 1 and 2 are packed in an 


























HAZARD INSULATED WIRE WORKS ” 


\ 0 DIVISION OF 
N N°4 THE OKONITE COMPANY A 


















attractive counter display carton. The Handy Package contains ten 
rolls of Panther No. 8. Send for the Panther-Dragon booklet shown 
below. 
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Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








A Compensation Plan Based on 
Gross Profits 


Volume and profit definitely parted 
company in 1930. We had to devise a 
more equitable plan of paying salesmen. 
Their volume under the conditions that 
obtained then, and now, had very little 
relationship with profit. 

We found it necessary to work out a 
plan that comprehended four desirable 
objectives, namely: 

1. Make the salesman’s compensation 
contingent upon the value of the busi- 
ness he wrote—the gross profit returned. 

2. A plan that would encourage the 
salesman to call on smaller accounts 
whose purchases yielded a higher gross. 

3. Encourage the salesman to sell 
smaller orders more frequently instead 
of larger orders that returned smaller 
gross profits to the firm. 

4. Stiffen the salesman against de- 
manding price concessions to meet com- 
petition. 

The company made a thorough study 
of gross profit ratios of various sales- 
men. It was learned that men who were 
working fleets and sub-distributors were 
turning in good volume—but only 18 
to 22 per cent gross profit. Others had 
gross profit ratios of 24 to 26 per cent 
but their volume was down. 

On the basis of a detailed analysis 
of each territory it was decided to pay 
all salesmen from 14 to 25 per cent of 
the gross profit returned from their 
sales. This compensation is paid for all 
business that comes out of the sales- 
man’s territory and replaces travel 
allowances and drawing accounts. 

The 14 per cent goes to men who 
work good city territories and do not 
have to travel. The scale rises, accord- 
ing to the territory, until it reaches a 
maximum of 25 per cent for men work- 
ing sparsely populated sections where 
considerable traveling is necessary. 

Of course the percentage range would 
vary with every wholesaler. In our 
case it was calculated on a basis that 
would approximately equal the previous 
sales cost for a given territory. Our 
goal was not so much a reduction in 
sales expense, but increasing volume on 
the most profitable lines. 


This plan has accomplished four sig- 
nificant results: 

1. The company’s ratio of gross profit 
has been increased 2 per cent as a di- 
rect and indirect result of the sales plan. 

2. The annoyance and lost profits 
occasioned by salesmen who nagged for 
“competitive prices” have been mini- 
mized. 

3. The company’s records prove that 
salesmen are calling on more accounts, 
particularly small firms, whose business 
yields a better than average gross profit. 

4. The plan made salesmen out of our 
men and enabled us to escape the costly 
delusion that volume is profit. I regret 
we did not put our present system into 
effect several vears ago.—P. H. Lyon, 
president, Chanslor & Lyon Stores, Inc., 
San Francisco, in Motor World Whole- 
sale for August. 
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Specialty Distributors Ideal 
Outlets for Oil Burners 

The necessity of strong, specialty- 
selling organizations to develop business 
is rapidly making the radio-refrigerator- 
electric dealer one of the most impor- 
tant outlets for oil burners. Plumbing 
and heating contractors and building 
material supply houses, although mak- 
ing up the majority of oil-burner deal- 
ers, have not generally been able to 
do a selling job. In the main metro- 
politan markets, manufacturers main- 
tain their own branches, but with stead- 
ily widening sales and the availability 
of hard-hitting selling organizations 
represented by the best of the radio- 
electric appliance dealers, new outlets 
are constantly being appointed. Fuel 
Oil Journal, one of the leading publica- 
tions in this industry, in its recent mar- 
ket survey, stated that 80 per cent of all 
oil burners are sold through dealers and 
that 25 per cent of these dealers sell 
refrigerators, radio, washing machines, 
etc. 

The growing importance of the bet- 
ter class of radio-electric appliance 
dealer and distributor in this field, fore- 
casts possible changes in the merchan- 
dising of oil burners.—Radio and Elec- 
tric Appliance Journal for August. 


Lamp Renewals a Major Cause 
for Complaint Against Utilities 


Excepting those manufacturers and 
wholesalers who sell lamps in large vol- 
ume to central stations, the entire non- 
utility division of the electrical indus- 
try seems opposed to free-lamp-renewal 
practices. Without exaggeration it may 
be said that, if central stations were to 
give up the free-lamp-renewal practice 
in localities where it is now in vogue, a 
major cause for complaint against util- 
ity merchandising would be removed. 
The consignment form of contract un- 
der which the lamps may be secured 
permits the dealer to handle lamps with- 
out tying up his capital in lamp stocks. 
Where public service companies furnish 
this lamp service, dealers lose not only 
the sales of lamps but also many other 
sales which might be made to customers 
who would come to the stores for lamps. 


Complainants against the free-lamp- 
renewal practice refuse to accept ex- 
planations of the reasons for continu- 
ing the practice: namely, the necessity 
of maintaining standard quality lamps 
which will render efficient lighting serv- 
ice at the lowest possible cost; fran- 
chise provisions which require the com- 
panies to furnish this lamp service; and 
long prevailing rate structures in which 
allowances for this type of service are 
incorporated. In the first place, they 
argue that the sale of inferior quality 
lamps by non-utility outlets is not as 
universal a condition as the utilities 
claim and, where it is prevalent, dealers 
have been driven to it by unfair 'com- 
petition of the utilities. Utility argu- 
ments based on charter obligation to 
grant free lamp renewals, and reluc- 
tance to disturb rate structures, are 
quickly dismissed as being inconsequen- 
tial; charter provisions are easily 
changeable if the utilities want changes 
and, since rate schedules of companies 
usually merely include % cent per kilo- 
watt hour to cover the cost of lamp 
renewals, the changes can be made 
without reconstructing the entire rate 
schedule—RicHarp A. HarviLt in The 
Journal of Land and Public Utility 
Economics for August. 
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No. 7901 
Single-gang Unit 
For one or two numbers 
No. 7902 Nos. 1 to 99 inclusive 








Two-gang unit for 3 or 4 numbers 


Nos. 100 to 9999 inclusive FLUSH UN TS 
for Houses, Apartments, Hotels 


This readily salable device adds another profit-item to wiring jobs. Designed for 110-Volt service; to be 
installed in standard one- or two-gang wall boxes. Makes possible an additional sale of an inside switch control. 
Numerals are white—illuminated at night—on a black field. Plainly readable 75 feet away, either in daylight 
or darkness. The cadmium-finished plate fits over a rubber mat to make weatherproof job. Standard can- 
delabra- base lamp is supplied with each unit. Numbers to be ordered separately to make required com- 
binations. . . A very attractive installation over front entrances of houses and apartments, and for room 
numbers in hotels, office and public buildings. Quickly interests your Contractor-customers. 


HAKT &HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Some Questions for the 
Wholesaler 


Market data——What are the facts 
which must be known concerning the 
market to be sold? What is the popula- 
tion and how can purchasing ability 
and purchasing habits be more ac- 
curately gaged? 

Sales area—How far can sales ef- 
forts be extended economically? Should 
a sales area be fixed for an entire busi- 
ness, or should different areas be as- 
signed to different commodities ? 

Order analysis —What is the mini- 
mum profitable order that can be filled? 
What portion of the business is being 
done in unprofitable orders? How best 
can this proportion be stimulated or 
eliminated ? 

Inventory control—How determine 
the quantity of a commodity to be 
stocked? What can be done to deter- 
mine the most profitable rate of turn- 
over ? 

Credit—What precautions are pos- 
sible in guarding against losses from 
bad debts? What is the experience in 
particular trades? In particular terri- 
tories? 

Cost allocation (wholesalers).—How 
can the profitability of an item be deter- 
mined? How can the costs of handling 
it be determined ? 

Market potentials—How determine 
the real capacity of a particular terri- 
tory for a particular product? 

Competition demands that the whole- 
saler answer the foregoing questions as 
correctly as possible, if he is to stay in 
business.—Practical Aid to the Inde- 
pendent Merchant, The Bureau of For- 
eign and Domestic Commerce of the 
U. S. Department of Commerce. 
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Requirements of a 
Salesmen's Compensation Plan 

A plan for compensation of salesmen 
should, according to a study of the sub- 
ject of salesmen’s compensation just 
completed by the Sales Manager’s Bu- 
reau of the Los Angeles Chamber of 
Commerce, provide the following essen- 
tials: 

1. Enable the salesman to maintain a 
standard of living compatible with the 
people he must approach. 

2. Haye the support of salesmen. 

3. Be clear enough and simple enough 
to inspire the salesman’s confidence and 
knowledge that he will receive fair 
treatment. 

4. Provide an incentive to the sales- 
man for doing more business. 

5. Protect customers to the extent 
that salesmen will guard their chances 
for future orders and refrain from 
overstocking the buyer. 

6. Make some allowance whereby the 


salesman’s selling expenses do not ab- 
sorb the greater part of his earnings. 

7. It must be made on a basis equi- 
table to the house as well as the sales- 
men. The firm is not operated solely for 
the benefit of the sales force. 

8. It must be flexible enough to enable 
the salesman to increase his earnings as 
he becomes more efficient. 

9. The essence of the compensation 
plan must be to incite the salesman to 
sell goods, earn the good-will of the cus- 
tomers, and return a profit to the firm 
as a result of his efforts, at the same 
time enabling him to increase his earn- 
ings as he becomes more proficient in 
his work.—Domestic Commerce for 
August 30. 

v 


Some Essentials of Successful 
Appliance Merchandising 

There are several elements of stabil- 
ization which must be achieved if profit- 
able and fair merchandising is to be 
attained by the electrical industry. 
These are: 

1. Elimination of unfair trade prac- 
tices; 

2. A thorough analysis of the costs 
of distributing electrical appliances pref- 
erably by commodity groupings rather 
than retail types (with all of our mar- 
keting studies we are sadly in need 
of this type of information) ; 

3. There must be some plan evolved 
whereby consumers can be certain that 
they are purchasing standard products; 

4. The elimination of uneconomic 
price policies; 

5. The promotion of electrical appli- 
ances should be continuous and not 
piecemeal ; 

6. The development of a better plan 
of dealer selection. 








Banks on American Public: J. G. Math- 
ewes, of the Mathewes Refrigerating 
Co., Montgomery, Ala., gave us an in- 
teresting thought when he declared that 
“The American public will always spend 
money for things that contribute to bet- 
ter living.” 


In the quest for markets, dealer selec- 
tion is often overlooked with the result 
that we have a number of “cafeteria 
merchandisers.” In some areas this has 
become a racket and as such contributes 
to the flow of sub-standard merchan- 
dise. Responsibility in these cases is in- 
dustry wide and not confined to any one 
distributor type—KENNETH DAMERON, 
executive secretary, Electrical Merchan- 
dising Joint Committee in an address 
delivered at Camp Cooperation XII, 
August 6. 
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A Contractor Finds Profit in 
Extension Wiring 
Remarkable success has been achieved 
by the City Electric Co. in selling wir- 
ing and electrical service to occupied 
homes, L. F. Rohlfing, head of the com- 

pany, announces. 

In the course of four months the com- 
pany has sent introductory cards to 200 
preferred domestic prospects; made 120 
actual contacts with these home owners, 
distributing copies of the League book 
“Twenty Ways to Modernize Your 
Home Electrically”; modernized 80 
convenience outlets as a free service, 
and received actual orders for wiring 
from 10 per cent of the homes visited. 
These orders range from $3 to $50. 

“Expense of the activity has been 
very slight,’ Rohlfing said. “The so- 
licitor receives a commission on all 
wiring and appliances he sells and the 
regular rate for any actual installation 
work he does. 

“In every home to which he gains 
access he attaches a City Electric Co. 
card to the meter board. This adver- 
tising alone has resulted in several calls, 
productive of immediate work. 

“We also keep a card record of all 
homes inspected, listing the things in 
which the prospect is interested. We 
call back at intervals, using the data on 
these cards. 

“Quite apart from the actual sales 
we have made, we feel that this activity 
is worth while as an advertising meas- 
ure alone, for it is building contacts for 
us which are bound to be sources of 
future business.”—The Leaguer, official 
publication of the Electrical League of 
Cleveland for September. 
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Nothing Sells Wiring 
But Selling 


Journeymen electricians need work, 
Contractors want the business, 
Wholesalers want turnover, 
Manufacturers need volume, 
Utilities need the revenue, 
and in the meantime, the public trips 
over lamp cords and cusses the incon- 
venience of electricity—Bulletin, Elec- 
trical League of Colorado, July 16. 
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Residential Construction Ahead 


It takes a lot of courage, with all of 
the figures I have behind me, to tell 
this audience that, between now and 
1945, and possibly between now and 
1943, we will have erected in this coun- 
try as many cubic feet of building space, 
as many square feet of floor space, as 
many square yards of pavement, as now 
exist in the United States. If we do 
not build more churches, than are now 
standing, we will make it up on school 
houses, or university buildings. If we 
do not pave more city streets, we will 
lay more country highways; if we do 
not build more office buildings, or more 
hotels, we will build more warehouses, 
and more single family dwellings. 

It is even within the range of prob- 
ability that we shall build double the 
number of single family dwellings now 
existing within the next ten or fifteen 
years. 

I think the single family dwelling is 
coming back, just as the small factory 
is now staging a sensational comeback. 
We shall have more hotels and large 
apartment buildings, but the principal 
building activity for the next two or 
three years promises to be single family 
residences in suburban districts.— 
FRANKLYN Hosps, economist, Chicago, 
in Building Market News for June. 
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Wasted Sales Promotion 
Material 


Four pounds of incoming circulars 
from manufacturers classified by the 
merchants as “direct-mail advertising 
material neither read nor saved for ref- 
erence” were received each week by the 
typical retail hardware store answering 
this question in the Commerce Depart- 
ment’s survey of Hardware Distribu- 
tion in the Gulf Southwest. 

Approximately 20 pounds of useless 
sales promotion material (for distribu- 
tion to consumers) “not usable, not re- 
quested by dealer, or applying to lines 
not handled” was estimated to have been 
received in a 6-months period by the 
typical merchant answering this phase 
of the inquiry. This was usually bundles 
of circulars applying to lines of items 
not carried, and often imprinted with 
the dealer’s name, preventing salvage. 
More than 50 of the 477 stores visited 
mentioned receiving supplies of circu- 
lars or other dealer helps for lines of 
goods not carried at all. The practice 
of sending useless material to hardware 
retailers was reported most prevalent 
among manufacturers of paint, automo- 
bile accessories, electrical appliances, 
and radio, with sport goods, stoves, 
washing machines, and novelties also 
being mentioned.—From Domestic Com- 
merce for June 20. 
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Automobile Demonstrates Floodlights: 


The accompanying illustrations show a 


demonstration car made up in the southwest to exhibit floodlighting projectors. 
The car illustrated is a light coupe used for other purposes during the day. 
Demonstrations were made at night without interfering with other work. Tele- 


scoping tubes allow the lights 
the ground. 
board. 
of the coupe. 


to be extended to a height of about 19 ft. above 
When collapsed, the poles stand about four ft. above the running 
Various kinds of floodlighting units are carried in the rear compartment 
It requires but 15 to 20 minutes to set the equipment up. 


The 


telescopic pole arrangement is made of boiler tube in sizes which allow no rat- 
tling when the car is in motion. The photographs were taken by General Electric. 


Architects and Salesmen 

The architect has time now to pre- 
pare himself with knowledge to be used 
as building activity is resumed. He has 
ample time to read his professional 
publications, to study advertising and to 
consider literature for the files which 
he is cleaning up for future use. 

The past structure of the selling force 
used in the architectural field is greatly 
to be criticized. There are good sales- 
men in this field but they are few and 
far between. There have been too many 
salesmen of half-baked calibre. They 
did not understand the architect’s inter- 
ests. Usually they understood nothing 
about building construction. In general 
they wasted the architect’s time until 
they succeeded in building up in the 
architect’s mind considerable resent- 
ment against most salesmen. On the 
other hand those salesmen who have 
functioned intelligently have built for 
themselves and their companies a real 
place in the architect’s office. 

It is false economy to eliminate all 
selling effort. That is the wrong way to 
lower sales costs. It is wise economy 
to establish a much smaller sales force 
but made up of men of calibre equal 
to the job. With the right men about 
one quarter of the customary number 
of calls would go further to sell the 
architect and would certainly relieve 
his time and avoid the unpleasant neces- 
sity of appearing discourteous which he 
does not want to do. 

The general type of sales call is not 
welcome unless it is for the specific 
purpose of introducing a new idea. The 
well timed sales call through such a 


medium as Dodge Reports and local re- 
porting services comprises a real serv- 
ice to the architect if the salesman 
really knows his business. Here is an 
opportunity for manufacturers to save 
money, help the architect and conse- 
quently place themselves in a stronger 
position for real sales. —C. STANLEY 
Taytor in Building Market News for 
June. 
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Good Will and Quality 


The most dangerous loss in this pe- 
riod of reconstruction is the loss of our 
good will. These times are trying men 
and managements in a way that they 
never have been tried before. Many 
are stooping to practices and methods 
that they would not have considered 
under normal conditions. Hold tight to 
your standards. Stick to good quality— 
quality of merchandise, quality of busi- 
ness principles and quality of retail 
representation. When the smoke of this 
battle clears away, the real victors will 
be those business houses that have main- 
tained their integrity, their reputations 
for honest goods and honest dealing. 
Most of us can afford to use a little red 
ink for one year, but none of us can 
afford to sacrifice our good will which 
represents years of struggle in building 
but which can be lost in a single year 
by one false step. The one safe course 
to which we can hold is the course of 
QUALITY.—From an address by P. A. 
O’CoNnNELL, president, National Retail 
Dry Goods Association, delivered at the 
N. E. L. A. Convention, Atlantic City, 
June 9. 















































News 


from the Field 





Each month “Electrical Wholesal- 
ing sends "What's the News?" sheets to 
electrical wholesalers and specialty distribu- 
tors. Voluntary contributions of news items 
and snapshots are invited from our readers 








"Things Look Much Brighter" 
in Carolina 

Improvement in cotton, 
and textiles has entirely changed the 
outlook in North Carolina according 
to k. M. Johanneson, manager of the 
Raleigh house of the General Electric 
Supply Corp. He reports that “The 
rise in the price of cotton, along with 
tobacco prices almost twice as much 
as when the market opened last year, 
have made things look very much 


tobacco 


brighter in this section of the coun- 
try. 

“It should cause an increase in 
business that will be felt almost at 
once as these are both cash crops. 

“Textile mills are also getting or- 
ders now and are employing more 
people each week.” 


v 


G. E. Supply Takes Over Three 
Affiliated Houses 

The C. J. Litscher Electric Co., 
Grand Rapids, Mich., together with 
its Kalamazoo branch, is now a part 
of the Detroit district of the Gen- 
eral Electric Supply Corp. C. J. 
Litscher continues with the Grand 
Rapids house as branch manager of 
supply sales. 


The Swords Electric Co. of Rock- 
ford, Ill., is now a branch of the 
General Electric Supply Corp. and 
reports to the Chicago district. S. E. 
Smith, who was secretary and sales 
manager of the Swords Co. remains 
as branch manager of supply sales. 


v 
Radio Sales Gaining 


Products Corp., 
Sterling, Ill., reports that “Radio 
sales are gaining daily. Tube busi- 
ness is steadily increasing and we ex- 
pect a good fall for electrical refrig- 
erators, 30th our salesmen and 
dealers are far more optimistic than 
they have been at any time in the past 
six months.” 


The Hardware 


v 


Dealer Meeting Held by 
Trilling and Montague 

Tying in with the range campaign 
of the Electric Association of Phila- 
delphia, a dealer meeting was recent- 
ly held by Trilling and Montague, 
Philadelphia distributors of Electro- 
chef. Over 300 dealers were ad- 
dressed by representatives of the 
Electric Association, the local utility 
and by R. B. Marshall and Gerald 
Hulett of Electromaster, Inc. 








These Boys Are Heavy on the Elbow Grease: Continuous cleaning and polish- 
ing is necessary to keep displays impressive, and here are the porters who per- 
form that function at the Fourth Avenue showroom of Rex Cole, New York City. 





Rex Cole Now Largest 
General Electric Distributor 


Addition of four new products en- 
tailing immediate employment of 150 
additional salesmen and one of the 
largest expansion steps in the history 
of the firm, has been announced by 
officials of Rex Cole, Inc. This com- 
pany has now entered the home laun- 
dry equipment field in Greater New 
York, ‘Westchester County and Nor- 
walk, Conn. 

With the acquisition of the flat- 
plate ironer, clothes washer, vacuum 
cleaner and sewing machine, Rex 
Cole, Inc., becomes the largest Gen- 
eral Electric distributor, holding fran- 
chises for seven important GE prod- 
ucts. 

All except the refrigerator were 
added this year. The other products 
are the General Electric Hot-point 
range and the General Electric dish- 
washer, both of which are to be fea- 
tured in fall and winter sales and ad- 
vertising campaigns in big plans to 
popularize the all-electric kitchen. 

Sales operations will be divided 
into three groups, refrigeration, 
range-dishwasher, and home laundry. 

Cole predicts notably better busi- 
ness for fall and winter operations. 

v 
Grossman and Keeley Consoli- 
date Wilmington Houses 

On September 1 
Electric Co. and the Wilmington 
Maytag Co. of Wilmington, , Del., 
merged as Grossman, Keeley Elec- 
tric, Inc. Louis F. Grossman is 
president of the new concern and 
T. Arnold Keeley, of the Maytag 
Co., is its secretary-treasurer. This 
consolidation brings together one of 
Wilmington’s oldest electrical whole- 
salers and one of its most prominent 
specialty distributors. The property 
of the Grossman Electric Co. at 405 
Orange St. is being remodeled to add 
2,000 square feet of floor space to 
meet the requirements of the new 
organization, 


the Grossman 
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Personals 





Jos. L. Wisstne and J. F. Clifford 
are now selling for the Universal Elec- 
tric Co., Peoria, Ill. 

RIcHARD RApeER has resigned as serv- 
ice manager and his former assistant, 
Amos Noble, is filling this position at 
Paul’s Distributing Co., Bethlehem, Pa. 

Davip E. ALEXANDER is a new sales- 
man with R. H. McMann, Inc., New 
York City. 

B. L. Morris has been added to the 


sales force of the Sherwood Hall Co., 


Grand Rapids, Mich., and will cover 
the northern territory of this house 


with headquarters at Traverse City. 


Mr. Morris served in executive posi- 
tions with Dodge Brothers and Gen- 
eral Motors. 

A. E. Cory, formerly with the Parr 
Electric Co., New York City, has 
joined the sales staff of the Sprague 
Electrical Supply Co., Waterbury, 
Conn. He is handling the industrial 
and central station accounts in the 
Waterbury district. 

IRVING KAPLAN is a new inside man 
with the Belasco Electric Supply Co., 
Chicago. 

T. T. WiLpMAN is the newest mem- 
ber of the sales force at the Lindgren 
Electric Supply Co., Chicago. 
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Lines Added by Wholesalers 

AMERICAN Etectric Co., St. Joseph, 
Mo., and Wichita, Kans.—Atwater 
Kent radio. 

Hucues- Peters ELectric Corp., 
Columbus, O.—U. S. Radio and Tele- 
vision. 

Hies Rapio Suppty Co., Des Moines, 
Ia.—Automatic washers and _ ironers, 
ISureka vacuum cleaners. 

MoNUMENTAL ELEcTRIC SUPPLY Co., 
Baltimore, Md.—New Arrow devices. 

E.ectric Suppty Co., Tulsa, Okla.— 
“Eveready” radio tubes. 

JosepH Kurzon, Inc., New York 
City—Dover irons. 

Times AppLIANCE Co., New York 
City—Clarion radio. 


¥ 


Oklahoma Distributor 
Holds Dealer Rally 
The Brown Electric Co., Oklahoma 
City, distributors of Atwater-Kent 
radio, Norge refrigerators, ABC 
washing machines, held a most suc- 
cessful rally of Atwater-Kent dealers 
at the Biltmore Hotel on Labor Day, 
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September 5. Following the presen- 
tation of the new models, addresses 
were made by F. A. Wiebe, H. A. 
Barnard, T. T. Kopplin and R. D. 
Ferree, Brown Electric Co., H. T. 
Stockholm, Atwater-Kent Manu fac- 
turing Co., and J. W. Cocke, E. T. 
Cunningham, Inc. Orders were placed 
by every dealer in attendance and 
executives of the Brown Electric Co. 
report that they are much encouraged 
over the prospects for the coming 
season as a result of this meeting. 


v 


Spurrier's, Inc., Opens 
Branch at Tulsa 
A branch house at Tulsa, Okla., 
has been opened by Spurrier’s, Inc., 
Leonard distributors of Oklahoma 
City. The new house will be in charge 
of Paul Smith who has been handling 
wholesale accounts for this distribu- 


tor. 
v 


A Mail Carrier Sells Radios 

E. L. May of the Radio Supply 
Co., Boise, Idaho, reports that this 
firm’s best dealer is a mail carrier 
who operates a small store on the 
side. Last year he sold a total of 350 
radio sets. 

v 
Louis A. Bailey in - 
New Location 

Louis A. Bailey, Inc., has moved 
to larger quarters at 175 E. Second 
St., Salt Lake City, Utah. 





Radisco Dealers Tie in with RKO 
Theatres 

The Radio Distributing Co., New- 
ark, N. J., has announced a mystery 
film, ‘““The Phantom of Crestwood,” 
which will be shown in all RKO and 
many independent movie houses in 
the Radisco territory. 

According to Paul R. Krich, sales 
manager, and through the coopera- 
tion of theatre managers, Radisco 
dealers will be enabled to have a 
display of RCA Victor instruments 
in the theatre lobby, and what is al 
most impossible to get otherwise, their 
own advertising trailer on the screen 
free of charge. By means of win- 
dow streamers, handbills and news- 
paper advertising, he will thus be able 
to cash in on RKO’s tremendous 
broadcast and promotion program. 


Vv 


|. D. Schimmel Joins West Phila- 
delphia Electrical Supply 

Nathan Newman, owner of the 
West Philadelphia Electrical Supply 
Co., Philadelphia, Pa., has announced 
that I. D. Schimmel has joined his 
organization in the capacity of sales 
manager. Mr. Schimmel was form- 
erly vice-president and sales manager 
of the Schimmel Electrical Supply 
Co., also of Philadelphia. 

Mr. Newman is optimistic for the 
immediate future. He is planning to 
expand his activities, and has recent- 
ly added several salesmen. 


Delinquent Electrical Accounts 


( National Electrical 


Number of Accounts Reported 





Credit Association ) 


cr 
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Increase Increase 
August or 8 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
Eas 2: a ea 145 269 +85.5% 1985 1957 — 1.4% 
Middle & Southern Atlantic 
EEN ae © ed oem 106 105 — 9% 982 902 — 22% 
New England 5... cicessse 78 138 +78.2% 741 845 +14.0% 
Or >| ale Poe ae So Ee: 451 389 —13.7% 4617 3752 —18.7% 
OS | ee ee 780 902 +15.6% 8325 7456 —10.4% 
Total Amounts Reported 
%o %o 
Increase Increase 
August or 8 Months or 
Division 1931 1932 Decrease 1931 1932 Decrease 
New: YOwe jescsass $16,147 $18,663 +15.6% $258,927 $171,297 —33.8% 
Middle & Southern 
Atlantic States .. 15,231 9.862 —35.2% 126,916 82.417 —35. % 
New England ...... 4,655 8,526 +83.1% 64,192 66,368 + 3.3% 
Central = css: 34,628 23,045 —33.4% 418,058 273,302 —34.6% 
"TOPAS. (occu $70,661 $60,096 —15. % $868,093 $593,384 —31.6% 
Average Amounts 
1931 1932 1931 1932 
DS WO ens ROS ah his Cha eee aia ee $111 $70 $1048 $728 
Middle and Southern Atlantic States.......... 143 94 1039 764 
ING NS orate artes 5:4 Seals e Ma ge oe sees es «00s 58 61 668 586 
CME, Toho ic See a aS ORR ie ew eins OS 77 59 720 579 
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DISTRIBUTORS 


THEIR WIDE ACCEPTANCE PYRAMIDS PROFITS 


Wherever you may go experienced users of RU-BER-OID Rapid-Asphalt Paint are sold 

























insulating tape and paint insist on the brand exclusively through jobbers. Both are con- 
name RU-BER-OID. They know year after stantly advertised. Both provide you and 
year the quality is the same, dependable and your customer handsome profits. Scan the 
unsurpassed. markets below. A few jobbing franchises are 


Both RU-BER-OID Insulating Tape and open for the right concerns. Write. 






ms 


INSULATING TAPE 





This 46 year old naneitinti 
and acid-proof paint spreads 
easily “me dries quickly. It 
leaves a hard, tough coatin 
that is both odorless an 
tasteless. 


THE MARKET 


1 Electrical and process- 
ing industries insist upon 
this insulating paint to pro- 
tect against moisture, acids, 
corrosion and deterioration. 


This old -_ widely nen 
insulating tape, is unsur- 
passed in strength, adhesive- 
ness and pliability. It is mois- 
ture, acid and alkali proof. 
It never ravels nor puckers. 


THE MARKET 


Electric railroads use 
RU-BER-OID insulating Tape 
for overhead line construc- 
tion and for cables, also on 
motor leads of electric cars. 








@ Chemical laboratories 
and electric plating plants 
find RU-BER-OID Rapid- 
Asphalt Paint indispensable 
where acids aoe work 
benches, sinks, floors, etc. 
Food industries also use it 
for acid-proofing tanks, vats, 
troughs and barrels. 


@ Telephone, telegraph 
and electric light companies, 
choose RU-BER-OID Tape for 
overhead line work and also 
use it for conduits, cable in- 
stallations and repairs. 


& MinesselectRU-BER-OID 
Insulating Tapefor wrapping 
mining machine and loco- 
motive cables because of its 
ability to withstand rough 
handling. It holds fast 
regardless of acid and al- 
kali conditions encountered. 


c J Mining, smelting, and 
refining companies select this 
paint to protect tipples, con- 
veyors and metal work 
against corrosive fumes. 












ASPHALT SHINGLES AND ROLL BEST 
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A Pictorial Presentation 
of New 

and Improved Products 
for the 


Holiday Trade 
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LAMPS - - LIGHTING 























Socket Suspension Unit 


“Ivoryglow,’ a new, semi-indirect 
socket suspension lighting unit, is sus- 
pended from a socket adapter by three 
strands of ball chain easily adjustable 
to bring the bowl in desired position 
with relation to the lamp utilized. In 
size, contour and method of suspension 
it bears a family resemblance to the 
manufacturer's ‘“What-a-Lite,” but in 
“Ivoryglow,” for the first time, a new 
urea-formaldehyde molding compound is 
utilized in forming a lighting reflector. 
This material produces a unit which is 
light in weight, non-shatterable, impervi- 
ous to moisture, of high reflection value 
and of handsome appearance. In glow- 
ing beauty it suggests a bowl of trans- 
lucent old ivory. F. W. Wakefield Brass 
Co., Vermillion, O.—Electrical W holesal- 
ing, October, 1932. 


Lantern-Spotlight-Spreadlight 


This compact lantern is built to use 
two long life, large size No. 102 Mono- 
Cells and a standard Mazda bulb. Its 
specially designed reflector throws its 


powerful rays of light for a long dis- 
tance and evenly diffuses light for gen- 
eral close-up work. 
spotlight and spreadlight. 
constructed of 


It is a combination 
The case is 


ruggedly steel, has 








smooth rounded corners and is finished 
in durable enamel. It can be carried in 
hand, clipped on belt, or hung from 
bottom and can be laid on side, back 
or bottom. Handle folds out of the 


way. Light rays may be directed at 
any angle. Bond Electric Corp., Jersey 
City, N. J.—Electrical Wholesaling, Oc- 


tober, 1932. 





"Ripples" Lamp 


Finished in gleaming chromium, with 
a color scheme of blue and silver, the 
manufacturer re- 
ports that this 
No. 52 “Ripples” 
model lamp an- 
swers the demand 
of the various 
classes of holiday 
buyers. This man- 
ufacturer is also 
showing an aqua- 
rium equipped 
with a “Scene-In- 
Action” unit. It 
is reputed to be 
one of the most 
unique aquariums 
on the markets, by 
virtue of the fact 
that it is probably the only one equipped 
to diffuse colored electric light rays 
through the water. Scene-In-Action 
Corp., Indiana Ave. at 18th St., Chicago. 
—Electrical Wholesaling, October, 1932. 


Portable Emergency Light 


Sturdily built and small enough to fit 
ina door pocket this portable automo- 
bile emergency 
unit gives am- 
ple light for 
road_ repairs 
and can also 
be used as a 
tail or parking 
light. The rub- 
ber suction cap 
holds it to any 
surface. It is 
housed in 
smartly polychromed bakelite and may 
also be used for pleasure boats, sewing 
machines, etc. The Beaver Manufactur- 
ing Co., 625 N. Third St., Newark, N. J. 
—Electrical Wholesaling, October, 1932. 





Ultra-Violet Lamp 


The “Sirian” ultra-violet lamp marks 
a new era in dual lighting—healthful 
ultra-violet radia- 
tion plus pleasant 
illumination. It 
will replace any 
incandescent lamp 
and can be used 
in any electric out- 
let, either a.c. or 
d.c. It does not re- 


quire transform- 
ers or any auxil- 
iary equipment. 
The mild ultra- 
violet rays radi- 


ated by this lamp 
are in the health- 





ful or biological 
zone of the spec- 
trum. They are 


made in 60, 100, 

150 and 300 watt sizes in both daylight 
blue and white glass. Arcturus Radio 
Tube Co. Newark, N. J.—Electrical 
Wholesaling, October, 1932. 








- 2 
All-Metal “Buss'' Lights 

A new, all-metal line of “Buss” lights 
are available in two styles—a decorated 
model, 14” high, and a plain model, 12” 
high. The decorated model, with its tall, 
slender base and deep shade makes an 
exceptionally useful and handsome desk 
or table lamp, that harmonizes with the 
finest office or home furnishings. It has 
all the regular “Buss” clamping-hanging- 
adjusting features that make it far more 
useful, than the ordinary desk or stand 
lamp. It is available in two finishes, 
statuary bronze and pastel green en- 
riched by gold banding on base and 
shade. The plain model is designed for 
those people who want the many useful 
features of the “Buss” light at the lowest 
cost. It is finished in bronze and pastel 
green lacquer. Bussmann Manufactur- 
ing Co., St. Louis, Mo.— Electrical 
Wholesaling, October, 1932. 


Ultra-Violet Lamp 


A new electric bulb, similar to a 
lighting bulb, produces the safe ultra- 
violet rays at low 
cost for domestic 
use. It should sell 
best in combina- 
tion with an alu- 
minum reflector 
for converting 
bridge lamps into 
health lamps. 
Some shops may 
want to merchan- 
dise it with a table 
stand and reflec- 
tor or with a floor 
lamp fixture and 
aluminum reflec- 
tor. 2 hete- is 
claimed to be re- 
peat business in 
these lamps as 
they last as long 
as ordinary incan- 
descent lamp bulbs. In 





the 


addition, 
purchase of one will encourage the use 
of additional bulbs in the home as soon 
as the purchaser discovers their tonic 


value. The lamp fits into the standard 
light socket and operates on either a.c. 
or d.c. current. No additional apparatus 
Or precautions are necessary in using 
them. They give health rays at the 
turn of a switch. Cosmos Corp., New- 
ark, N. J.—Electrical Wholesaling, Oc- 
tober, 1932. 
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——SPECIALTIES 
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SUPER LIGHT 
~ Super headlight bulbs 
| will give you 50% more 


| Mazda Super bulk 
| Keep @ kit of these spare 
| lamps in your car. 


| 
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Auto Headlight Lamps Packaged 
Like Matches 


Capitalizing on the country-wide ap- 
peal of packaged matches, this company 
is merchandising automobile headlight 
lamps in similar fashion. As pads of 
matches are available at every cigar 
stand, so will pads of Mazda headlight 
lamps be on hand at gasoline pumps. 
Each pad contains two Mazda super 
headlight lamps, and when the motorist 
pulls up to a station with one headlight 
blind, the packaged set stands out as an 
inducement to carry two lamps. West- 
inghouse Lamp Co., 150 Broadway, 
New York City.—Electrical Wholesaling, 
October, 1932. 


Heater Cord Set 


_ Attractively packaged and suitable as 
Christmas gift merchandise this heater 





cord set has a non-breakable attachment 
cap with convenient finger grip and 714’ 
of extra strong super-flexible cord. 
Guaranteed for one year against defects 
in workmanship and material; breakage 
of the cap; burnout of the contact clips, 
breakage of the connector and the cord 
in normal use. The Underwriters’ label 
appears on each cord. Rated 10 am- 
peres, 125 volts, 5 amperes, 250 volts, 
it is suitable for the new type 1,000 watt 








electric flat iron. Each individual box 
is wrapped in cellophane with 10 boxes 


in three-color display cartons. Cutler- 
Hammer, Inc., Milwaukee, Wis.—Elec- 
trical Wholesaling, October, 1932. 


"Roll-A-Way" Cord 


The junior “Roll-A-Way” cord con- 
sists of a spring reel, 10’ of heater cord 


| 
| 
| 


Junior 














equipped with connectors and a _ hol- 
low nail for mounting. When used with 
an electric iron, the cord rolls back and 
forth smoothly, does not touch the gar- 
ments and is ‘always clean. It is a de- 
tachable device, being mounted by in- 
serting the base in a hollow nail which 
is driven into the ironing board. Re- 
moval can be made by lifting the reel 
from position. The reel itself is finished 
in apple green and neatly decorated. 
List price, $1.00. Trico Fuse Mfg. Co., 
Milwaukee, Wis.—Electrical Wholesaling, 
October, 1932. 


Telephone Sets 


With “Realphones,” the new two-way 
telephones that operate on standard dry 
cell batteries, it is possible for one to 
have an individual telephone system. 
These modern, compact, French-style 
phones have signal buzzers concealed 
in the base. There is no complicated 
mechanism and no installation is neces- 





sary. Furnished in pairs, they are all 
ready for use except for the addition of 


batteries. Available in four colors: 
green, ivory, red and black. “Real- 
phones” talk and ring for thousands of 


feet and are especially convenient as 
room-to-room or house-to-garage tele- 
phones. Packed in complete sets (ex- 
cept batteries), including two “Real- 
phones” with buzzers, 35’ of wiring and 
full instructions. Price, complete, $5.00. 
American Electric Co., 1033 Van Buren 
St., Chicago.— Electrical Wholesaling, 
October, 1932. 








For Easy Outlet Installation 


The “Adda-Outlet” is a new means 
for adding wall outlets around the 
room. It is particularly adaptable for 
quick, easy installation to provide cur- 
rent for Christmas tree lights, toys, etc., 
wherever wanted. The “Adda-Outlet” 
system consists of a 5’ master unit 
which plugs into the wall outlet. One 
Or more extension units may be added 
to the master unit and to each other as 
needed. Each unit provides one addi- 
tional outlet with a 5’ extension. Belden 
Manufacturing Co., Chicago.—Electrical 
Wholesaling, October, 1932. 


Flashlight Screw Driver 


By building a flashlight into a screw 
driver handle, the efficiency of the screw 





driver has been quadrupled. This new 
flashlight screw driver permits the me- 
chanic to use both his hands effectively 
on his work. The bit, of the very best 
grade, is securely anchored in the han- 
dle and is guaranteed not to twist off. 
The handle is efficient in shape and is 
easy to grip. It can be safely recom- 
mended for 110, 220, or 440 volt work. 
List price, $1.55, less batteries. Burgess 
Battery Co., Freeport, Ill. — Electrical 
Wholesaling, October, 1932. 


Cord Set 


Made with 6’ of Underwriters’ Ap- 
proved cord, “Hemco” No. HR0618 
cord set provides three outlets which 


makes it easy to provide extra outlets 





or extend appliance cords for instant 
use of electrical gifts. It is also fur- 
nished with nine, 12 or 15’ of cord. 
Cord sets made to specifications are 
also available. Bryant Electric Co., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, October, 1932. 
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Range for Installation 
on Refrigerators 


Model 321-FX is made for installation 
on Frigidaires or other apartment house 


refrigerators. It is also furnished for 
mounting in kitchen unit construction 
and with legs making cooking top 314” 
from floor. The dimensions are 261%” 
wide by 191%4” high by 23” deep. The 
oven, 12%” by 13%” high by 17” deep, 
is aluminum lined, equipped with broiler 
burner and broiler pan and racks, and 
temperature control. There are two 8” 
open or enclosed type surface burners, 
one of which is a “Speed-Heat” burner. 
The connected load is approximately 
5,000 watts. It is inherently balanced 
and also equipped with load balancing 
switches. Oven has two switches, one 
for each burner, thus insuring perfect 
oven heat control. Standard Electric 
Stove Co., 1718-20 N. 12th St., Toledo, 
O.— Electrical Wholesaling, October, 
1932. 


Hostess’ Range 


Of ultra-modern design, this console 
type range is equipped with: black pol- 


4 
2 
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ished glass salt and pepper jars; ele- 
vated lamp with molded white glass 
shade over cooking top; automatic pre- 
cision temperature control and_ ther- 
mometer; pebbled blue porcelain enam- 
eled over-sized oven; sliding oven 
Shelves of new design for compiete ac- 
cessibility; new, large size smokeless 
aluminum broiler pan; large buffet oven 





top; warming compartment with indi- 
vidual Calrod unit and handy toggle 
switch; large utility drawer below cook- 
ing top section; warming compartment 
and utility drawers mounted on silent 


roller bearings; flat flush doors and 
switch panel; pendant type bakelite 
handles and harmonizing hardware; 


counter-balanced shelf type oven door; 
safety plug connections for all surface 
units; bakelite switch buttons of new 
design; switch locations marked on top 
edge of utility drawer; reversible load- 
balancing switches, and two appliance 
receptacles in oven top cover, one timer 
controlled. Finished in white porcelain 
enamel with Silverwing gray trim or 
beautiful ivory porcelain enamel with 
Cascade green enamel trim. Oven top 
and cooking top finished in stainless 
porcelain enamel. All bright parts tar- 
nish proof. Edison General Appliance 
Co., Inc., 5600 W. Taylor St., Chicago.— 
Electrical Wholesaling, October, 1932. 


Range for Small Kitchen 


This model is made in three styles: 
No. 422A, illustrated; 422B, with short 
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legs and small drawer at bottom, and 
No. 422C, without the legs, to be mount- 
ed on a platform. These ranges are 
20%” wide and the height is variable to 
meet kitchen requirements such as 
counter height. They are built for kitch- 
en units of small kitchens. They have 
three 8” open or enclosed type burners 
with one “Speed-Heet.” The oven is 
16” wide and aluminum lined and has 
the usual depth. It contains a broiler 
pan and rack. The finishes are white 
or colored porcelain on order. Standard 
Electric Stove Co., 1718-20 N. 12th St., 
Toledo, O.—Electrical Wholesaling, Oc- 
tober, 1932. 














Electric Range 


Range No. 888 is equipped with four 
super speed top units, two oven units 
and a separate roller bearing broiler 
drawer. It is also equipped with an 
automatic temperature control, conven- 
ience outlet, towel rack and four-piece 
condiment set. Time control can be 
added at any time. This “Vogue” elec- 
tric range is available in a choice of 
three porcelain enameled color trims. 
Two handy service drawers are pro- 
vided—one for kitchen cutlery and a 
deeper one for the most frequently used 
pots, pans and covers. A. J. Lindemann 
and Hoverson Co., W. Cleveland Ave., 
Milwaukee, Wis.—Electrical Wholesaling, 
October, 1932. 


"Firebowl'' 


“Firebowl” is a real electric stove, 
capable of doing a real cooking job 





quickly and economically. Light, com- 
pact, sturdy, it plugs into any conven- 
ient wall outlet; no special wiring is 
necessary. “Firebowl’s” uses are almost 
unlimited. Its strikingly modern design 
and porcelain and chromium finish make 
it adaptable to the most immaculate parts 
of the home. It can be used wherever 
quick, clean, economical heat is re- 
quired. “Firebowl” has three heat 
speeds, high, medium and low. It is 
finished in lustrous green porcelain 
enamel and sparkling chromium plate. 
Electromaster, Inc., Detroit, Mich.— 
Electrical Wholesaling, October, 1932. 
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* REFRIGERATORS 





Twin-Speaker Model Radio 

Illustrated is the DeLuxe twin-speaker 
model of the Delco line of radios which 
is nine-tube superheterodyne with au- 
tomatic volume control; tone control, 
noise suppressor, and a gear-driven dial. 
This particular model is 41” high, 26” 
wide and 14” deep. The standard model 
is 38”x21"x14”, has the same chassis and 
a large single speaker. Delco Appliance 
Co., Rochester, N. Y—Electrical Whole- 
saling, October, 1932. 





"Emurgentcy" Kit 


The Sylvania “Emurgentcy” kit is 
said to make quantity sales of radio 
tubes easier, and repeat sales more cer- 
tain. An _ attractive container holds 
four Sylvania tubes—one of each type 
used in any standard radio receiver, 
with instructions for installation. More 
economical than a complete set of tubes, 
it gives the radio owner complete equip- 
ment for emergency replacement of de- 
tective tubes. Window cards, circulars 
nd other dealer helps are supplied free 
with kit orders. Hygrade Sylvania 
Corp., Sylvania Division, Emporium, 
ae Wholesaling, October, 
19 








Refrigerator 


Features of the model D-682 refrig- 
erator are: finished in white vitreous 
porcelain on Armco iron; heavy frame 
shelves with flat bars and a lower slid- 
ing shelf; a slide basket to hold fruit, 
etc.; three ice trays, one double depth 
for freezing desserts or ice, also one 
rubber tray and a cold tray for chilling 











salads, storing ice cubes, etc.; a two 
gallon water chiller; a coldial for faster 
freezing or defrosting, and_ electric 
lights which operate automatically when 
door is opened. Copeland Sales Co., 
Mt. Clemens, Mich.—Electrical ]Vhole- 
saling, October, 1932. 


Radio Tubes 


At their present prices these radio 
tubes make attractive and economical 
Christmas gifts 
that assure the 
recipient of con- 
tinued enjoyment 
of the splendid 
programs now on 
the air. The line 
is complete and 
there is a tube for 
every set. Because 
of their exclusive 
inherent features, 
they reproduce 
with extreme fi- 
delity all types of 
programs. Arc- 
turus Radio Tube 
Co., Newark, 
N. J. — Electrical 
Wholesaling, Oc- 
tober, 1932. 





All-Wave Console Radio 


Model 50 is of matched butt veneer 
with genuine hand carved wood dec- 
oration, and walnut-finished sides and 
top. Features of the chassis include: 
ll-tube “Magic Dial” superheterodyne; 
automatic tone and volume controls; 
electro-dynamic reproducer; 45%” high 
26%” wide, 16” deep. For 60 or 25 
cycle, a.c. only. List price, $157.50. 





Stewart-Warner Corp., 1826 Diversey 
Parkway, Chicago. — Electrical Whole- 
saling, October, 1932. 


Service Kit 


This durable and unique kit for radio 
service men is built of three ply veneer, 
covered with black leatherette. It is 











| 


equipped with lock and key, a kit for 
small parts, tool tray and literature rack 
and has ample space for 20 assorted 
tubes and a coil of wire. Fittings are 
of brass. Hygrade Sylvania Corp., Syl- 
vania Division, Emporium, Pa.—Elec- 
trical Wholesaling, October, 1932. 








Refrigerator Basket 


This “Egg-O-Fruit” basket for any re- 
frigerator may be used for eggs, fruit, 
vegetables or cold meats. Features are: 
circular form allows free circulation of 
air; open sides keep contents ventilated: 
flat sides will not injure skin of fruits; 
heavy metal gets cold and holds cold; is 
easily cleaned; will not break or chip, 





and is available in two heights. Stand- 
ard Electric Stove Co., Toledo, O.— 
Electrical Wholesaling, October, 1932. 
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MOTOR DRIVEN APPLIANCES 








Utility Clothes Washer 


The utility model employs the same 
“Cinderella” vacuum action principle of 


washing incorporated in the DeLuxe 
model. This principle eliminates all 
moving parts from the washing com- 
partment, providing turbulent agitation 
by air, thus forcing suds through every 
thread of the fabrics. In capacity it is 
large enough to be classed as a family- 
size washer, washing four double sheets 
at one time or from 35 to 40 miscel- 
laneous pieces. It will wash a tubful 
in 15 minutes and costs only one cent 
an hour to operate. The 13-gallon cop- 
per tub may be used for soaking or 
boiling the clothes. List price $29.50. 
Black and Decker Mfg. Co., 603 E. 
Pennsylvania Ave., Towson, Md.—Elec- 
trical Wholesaling, October, 1932. 


Automatic Electric Washer 


Outstanding features of the model 35 
rich 


automatic electric washer include: 
and beautiful col- 
or harmony 
(chromium, nick- 
el, ivory and 
green); exclusive 
invertible duo-disc 
agitator provides 
2-way washing; 
massive Lovell 
pressure’ cleaner 
with 2%” balloon 
rolls; distinctive 
curvilinear shaped 
porcelain tub with 
16 gallons water 
capacity; auto- 
matic drain pump 
for emptying tub 
to sink; exclusive cable drive with only 
two gears; V-belt from motor to worm; 
oversize worm with bearings on both 
ends; worm and gear centers fixed; one- 
piece worm gear case without an open- 
ing in bottom; Durex bearings; cable 
and worm drive operate in oil; % hp. 
Westinghouse motor insulated in live 
rubber to prevent vibration and noise; 
gear shift type control lever, and a 10- 
year service guarantee bond. The Auto- 
matic line consists of six different wash- 
er models, six different electric ironers, 
as well as two models of electric moth 
exterminators. Automatic Washer Co., 
Newton, Ia—Electrical Wholesaling, Oc- 
tober, 1932. 








Vacuum Cleaner 


A motor-driven brush picks up all the 
dirt, thread, hair and lint, and beats out 





imbedded grit. This gold star model 
cleaner has a high quality Hamilton 
Beach motor, precision ball bearings, 


positive nozzle adjustment, all rubber 
cord, self-lubricating wheels and fool- 
proof belt. The attachments include an 
approved method of protecting uphol- 
stered furniture from moths. List price, 
$39.90; attachments, $6.00. Hamilton 
Beach Manufacturing Co., Racine, Wis. 
—Electrical Wholesaling, October, 1932. 


Food Mixer 


This is a portable mixer that does 
not have to be inverted in order to use 
the extractor. The motor may be lifted 
from the stand and used for mixing 
over the stove in a double boiler or any 





pan. The mixer has _ self-revolving 
bowls. This model has plenty of power 
for cakes, icings, salad dressings, mash- 
ing potatoes, candies, meringues, pud- 
dings, pies, whipping cream and waffles. 
List price, $19.95. Hamilton Beach Man- 
ufacturing Co., Racine, Wis.—Electrical 
Wholesaling, October, 1932. 


Combination Clock and Savings 
Bank 


This “Timesaver” model electric clock 
is designed for use by dealers and de- 
partment stores as an aid in closing 





sales on electric refrigerators, radio or 


any household article that is sold on 
the deferred payment plan. The dealer 
is supplied with a 16-page booklet, 


“Strategy—The Key to Success in Sell- 
ing,’ outlining the sales plan which 
specifically covers its application to the 
refrigeration field. It can, however, be 
effectively applied to the sale of other 
household appliances. The clock con- 
tains a synchronous movement and 
the base of the clock is a_ savings 
bank. The slot to receive the coin is 
in the rear. A key is supplied with each 
“Timesaver.” The white models are 
made of “Tru-White.” a new plastic 
material similar to bakelite. Another 
model is made in walnut colored bake- 
lite. Hammond Clock Co., 2919 N. 
Western Ave., Chicago, Ill.—Electrical 
Wholesaling, October, 1932. 


Electric Scissors 


These scissors operate with ease and 
speed, and do away with all danger of 
fraying or pulling the threads of delicate 
fabrics. They follow the lines of a 
printed paper pattern almost automat- 
ically and cut all kinds of materials 
from the sheerest of silks to the heaviest 





woolens. The handpiece is shaped to fit 
the hand, and the blades which do the 
cutting are placed at a distance and in 
a position where there is absolutely no 
danger of the operator cutting himself 
There is a generous length of cord to 
permit free movement of the scissors 
and the blades, when dulled, may be 
renewed at small cost. List price, $5.00 
Chicago Flexible Shaft Co., Roosevelt 
Road and Central Ave., Chicago.— 
Electrical Wholesaling, October, 1932. 
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CHRISTMAS MERCHANDISE SECTION 


MOTOR DRIVEN APPLIANCES 








Kitchen Mixer 


Portable, and especially useful as a 
hand mixer, this kitchen mixer adapts 
itself to every kitchen mixing operation. 
It is instantly convertible into a fruit 
juice extractor. The paddle assembly 
tilts back on the stand. The mixer 
comes complete with two _ beautiful 
French ivory glass bowls, juice ex- 
tractor bowl to match and a drink mixer 
for malted milk, etc. The base and 
handle are black in contrast to the 
chromium plated metal fittings, making 
an attractive color combination. Other 
advantages are its four mixing bowls: 
separable chromium plated nickel silver 
paddles; a powerful ball bearing motor, 
and the revolving bowls. Mannirg- 
Bowman and Co., Meriden, Conn.— 
Electrical Wholesaling, October, 1932. 


Electric Washers 


Four new models have been an- 
nounced—the “Perfect 36 Standard and 
DeLuxe,” “Pioneer” and “Emerald.” 
The first two models are 3-wing agita- 
tor types while the latter two are 4-wing 





gitator types. The wringer on the 
Perfect 36” models is a Lovell type, 
214" balloon rolls; the “Emerald” has a 
ovell flume-type wringer, 24%” balloon 
olls, while the “Pioneer” has a Lovell 
ringer with 2” balloon rolls. Special 
atures are: no bolts; tub clamped to 
ame and cushioned in rubber; % h.p. 
notor, and floating power. List prices, 
Perfect 36-W De Luxe”, $99.75; “Per- 
‘ct 36 Standard’, $89.50; “Emerald”, 
59.50, and “Pioneer”, $59.50. Horton 
lanufacturing Co., Ft. Wayne, Ind.— 
lectrical Wholesaling, October, 1932. 








Portable Electric Dishwasher 


These portable electric dishwashers 
are available in three models. All fill 
from the faucet, measure the water auto- 
matically, empty electrically into the 
sink, yet require no new _ plumbing. 
Other features are: rubber plated dish- 





racks; porcelain enameled tank; low 
Starting current motor; ball-bearing 
swivel casters; clampless cover; and 


one-piece-welded frame. Model B-3 and 
model AA-3, illustrated, are suitable for 
families of two to six. Model TR-3 is 
designed for larger families and board- 
ing houses. Conover Co., 140 St. Dear- 
born St., Chicago.—Electrical Wholesal- 
ing, October, 1932. 


Mixer-Beater-Extractor 


The construction of the “Magic Maid” 
permits three definite positions (1) al- 
lows beaters to drain in bowl, (2) al- 
lows greater detachment of beaters for 
cleaning, and (3) allows juice extracting 
attachment. The juice extractor may be 
attached without removing the motor 
and it is a simple operation to swing 
quickly from the juice extracting posi- 
tion back to beating position. The de- 
vice may be raised and lowered for mix- 





ing beverages—any height desired is 
obtained by moving motor unit up or 
down on support. A new design in mo- 
tor gives greater power and the general 
construction is heavier throughout. A 
new, larger base insures greater stability. 
The mixing unit is detachable for beat- 
ing or mixing at the stove or else- 
where. List price, $19.50. Fitzgerald 
Manufacturing Co., Torrington, Conn. 
—Electrica! Wholesaling, October, 1932. 





"Duckron"’ Type Electric Clock 


This electric clock goes on when the 
current goes off. The metal case is 
available in green, blue, ivory and red, 
and also in statuary bronze plate, ster- 
ling silver plate and solid gold plate, 
24-carat. It has an etched silver dial 
with gilt track, fine hands and convex 
glass. Model 536 is equipped with an 
alarm. Retail price, $4.95, with alarm, 
$6.65. Stanford Products Limited, 1663 
Mission St., San Francisco, Calif.— 
Electrical Wholesaling, October, 1932. 


Electric Purifier 


According to its manufacturer, the 
“Royal” purifier is the only cleaner 
which, by use of a specially prepared 
germicidal crystal, actually destroys 
germ life. The formaldehyde gas given 
off by the crystals passes with the dust 
and germs into the dust bag, destroying 
the germs. It is available in both 
straight suction and motor-driven brush 
models. Features of these vacuum clean- 





ers include: two-speed motor; automati- 
cally lubricated bearings, and unit as- 
sembly of nozzle and brush. They also 
clean, wax and polish floors. List price 
$57.50. P. A. Geier Co., 540 E. 105th 
St., Cleveland, O.—Electrical Wholesal- 
ing, October, 1932. 
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Portable Fan Heater 


“Handyhot” fan heater will generate 
heat quickly and then circulate this heat 
to all parts of the room far quicker than 
any other type of heater. It is portable 
and can be connected in any room to 
any wall outlet. Handsomely finished 
in mahogany brown crackle, which will 
match almost any home interior, it has 
been listed as standard by the Under- 
writers’ Laboratories. It operates on 
105 to 120 volts, 60 cycle a.c. only, and 
consumes 1000 watts. It is packed in 
individual corrugated shipping cartons. 
Chicago Electric Manufacturing Co., 
2801 S. Halsted St., Chicago.—Electrical 
Wholesaling, October, 1932. 


Electric 'Humidifyer" 


With the appearance of a beautiful 
vase, this appliance is a portable, elec- 
tric, motorized fan circulating ‘“‘humidi- 
fyer.” The body has a black crystallized 





finish and the base and the grille are 
brilliantly chromium plated. Operates 
from any electric socket. An important 
feature of the device is the low cost of 
operation for the large amount of va- 
porized air circulated. The evaporation 


of water is accomplished by the means 
of an electric immersion heater that is 
located in a unique, patented floating 
chamber whereby only a small quantity 
of water is boiled at one time. As the 
vapor rises in the heating chamber it is 
circulated throughout the house by 
means of a quiet induction type motor 
and fan. A safety device automatically 
shuts off the current when the water is 
evaporated. The Workrite Specialty Co., 
3129 N. 28th St., Milwaukee, Wis.— 
Electrical Wholesaling, October, 1932. 


Reflector Heater 


Having a 10” chromium plated Colo- 
nial panelled reflector bowl and wire 
guard, this heater is 14” high over all 
with cast panelled art metal base. Has 





Underwriters’ approved cord and plug 
attached and a genuine nichrome guar- 
anteed heating element which is replace- 
able. It reflects heat over a large area 
and operates on any current, 105 to 120 
volts, 645 watts. Finish is in two-tone 
black and orange. Chicago Electric 
Manufacturing Co., 2801 S. Halsted St., 
Chicago.—Electrical Wholesaling, Octo- 
ber, 1932. 


Electric Screens for Heating 


Based upon the knowledge that 40 to 
50 per cent of body heat is radiated 
toward cold walls a new form of low- 
temperature panel heating has been de- 
veloped. It is said that such screens, 
when placed around or near desks or 
chairs, economically maintain a comfort 
range in mild weather without the neces- 
sity of any other heat; they also main- 
tain a comfort range in extremely cold 
weather when the outside walls are in- 
sufficiently heated by the existing heat- 
ing system. With such screens in de- 
sirable places, the general temperature 
can be kept at lower levels. The watt- 
age of the screen shown, which is prob- 
ably larger than needed in most cases, 











is 750 watts, so that the operating ex- 
pense of this screen, and especially of 
smaller ones, should be very moder- 
ate. Westinghouse Electric and Mfg. 
Co., East Pittsburgh, Pa.—Electrical 
Wholesaling, October, 1932. 





"Solaray" Heaters 


Equipped with a 10%” reflector, these 
heaters have the special spiral guard 
that can easily be removed. The heavy 
cast base is oblong in shape. If heater 
should accidentally be tipped over, 
oblong base causes heater to roll so that 





element points upward. This is consid- 
ered a safety device. The outside of 
reflector and base is finished in apple 
green. The element is 660 watt nichrome 
wire wound over cone shaped heat 
resistance porcelain with Edison screw 
base. Number 258 has a copper plated 
reflector while the reflector on No. 259 
is chromium plated. Electrahot Manu- 
facturing Co., Minneapolis, Minn.— 
Electrical Wholesaling, October, 1932. 
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"Featherweight" Automatic lron 


Weighing less than four pounds, this 
“Star-Rite’” automatic iron is full size 





and needs no pressure for perfect iron- 
ing. A “finger touch” lever controls the 
heating action. High heat may be at- 
tained in less than 3%4 minutes. The 
lever which moves back and forth, may 
be set to “low” for silks, “medium” for 
average speed ironing, and “high” for 
heavy wet clothes and for extra fast 
operators. The “Featherweight” is ad- 
instable to any ironer and accurately 
maintains any heat from 250-550 de- 
grees F., operating on 115 volts. Per- 
fect balance is said to be another fea- 
ture of this iron. The “Featherweight” 
thermostat, made of patented high tem- 
perature bimetal, responds instantly to 
the varying temperature changes, keep- 
ing the iron at the positive heat for 
which the control is set. List Price, 
$6.50. Fitzgerald Manufacturing Co., 
Torrington, Conn.—Electrical Wholesal- 
ing, October, 1932. 


Waffle Iron 


Equipped with a heat indicator which 
tells when to start baking, this waffle 
iron has cast aluminum grids 7%” in 
diameter. The lustrous chromium finish 
will not tarnish or discolor from heat 
or age. Merely wiping it off with a 





damp cloth restores the original luster. 
Handsome ebony finished black, side 
handles and front drop handle complete 
its attractive appearance. Operates on 
105 to 120 volts a.c. or d.c., 600 watts. 
A standard length cord set with bakelite 
plugs is supplied. Chicago Electric 
Manufacturing Co., 2801 S. Halsted St., 
Chicago.—Electrical Wholesaling, Octo- 
ber, 1932, 


Automatic Coffee Maker 


With this new coffee maker, or auto- 
matically controlled percolator, any 
housewife can make perfect coffee every 
time, according to this manufacturer. 
[he automatic action is accomplished 
by a new and entirely different pump. 
Chere are no dials, no thermostats, no 
delicate parts to adjust or get out of 
order. The pump makes it possible to 

« 





make coffee without boiling because it 
prevents boiling water from being 
pumped over the coffee. When the 
water reaches a temperature of 190 de- 
grees, the flow of water through the 
pump automatically stops. The coffee 
is then ready to serve. Coleman Lamp 
and Stove Co., Wichita, Kans.—Elec- 
trical Wholesaling, October, 1932. 


Electrically Warmed Blanket 


Specifications of the No. 171 electri- 
cally warmed blanket are: Zuni-brown 





eiderdown; 60”x80”; one heat; 100 watt; 
“on and off” switch in cord; thermo- 
statically protected, and no radio inter- 
ference. This lightweight blanket is un- 
affected by accidental wetting, by rain 
or by snow. List price, $15.00. Hewitt 
Electric and Mfg. Co., Arlington, Mass. 
—Electrical Wholesaling, October, 1932. 


Extra Large Heating Pad 


This extra large, extra thick heating 
pad is as soft and crushable as a Turk- 
ish towel. One can lie on this pad and 
not feel the element or thermostat. 





“Lightning” heating pads are guaran- 
teed safe. A full size, two piece flat box 
displays the pad to fullest advantage. 
List price, $4.25. Fitzgerald Manufac- 
turine Co., Torrington, Conn.—Electri- 
cal Wholesaling, October, 1932. 


Casserole Type Waffle Iron 


This Colonial type waffle iron has a 
new style indicator in top center which 





reads “cold, warm, bake, burn.” It has 
8” silver finish grids with dip ring, and 
closed expansion hinge. On the base are 
two attractive bakelite handles, a bake- 
lite lift handle to match on front center. 
Electrahot Manufacturing Co., Minne- 
apolis, Minn. — Electrical Wholesaling, 
October, 1932. 





Triple Heat Warming Pads 


Furnished with a eiderdown cover, 
this warming pad is a necessary acces- 
sory for the sick room and can also be 
used as a bed warmer. It comes equipped 
with a three-heat switch, a 10’ cord, and 
a two-piece attachment plug. The out- 
side cover is removable. List price, 
$6.00. Waage Electric Co., 5100 N. 
Ravenswood Ave., Chicago. — Electrical 
IVholesaling, October, 1932. 


Electric Cigar Lighters 


“Usalite” electric cigar lighters are 
fool-proof and safe for the push button 





eliminates the fire hazard. They are 
equipped with full length cord and plug 
and replaceable element. Made of heavy 
Sculptors Durally metal in three at- 
tractive models. U. S. Electric Mfg. 
Corp., 222 W. 14th St., New York City. 
—Electrical Wholesaling, October, 1932. 
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Coffee Maker 


Making coffee by the “drip” method, 
this coffee maker has a beautifully de- 
signed china base and the glass is heat 
proof. The coffee maker stands 13” 
high and has a capacity of from five 
te seven cups. The top is made of metal 
chrome plated. The handle is wood in- 
sulated to keep it cool while in opera- 
tion. List price, $9.95. Westinghouse 
Electric and Mfg. Co., East Pittsburgh, 
Pa.—Electrical Wholesaling, October, 
1932. 


Toaster With Flexible Clock 


Uniform toasting of each slice, re- 
gardless of whether it is the first or last, 
is said to be a certainty in the new 
“Toastmaster” equipped with a flexible 





clock. 


When 
clock runs slowly. 
up, the clock runs more rapidly due to 
the effect of the heat in the toaster it- 


the toaster is cold, the 
As the toaster heats 


self. Therefore, when the first slice is 
put in a cold machine, a longer time is 
automatically given for the bread to 
toast. As the toaster heats up the clock 
runs faster and the toast is popped up 
in a shorter time. The manual opera- 
tion of the toaster by the user has not 
been changed, except that one does not 





preheat the “Toastmaster” for toasting 
the first slice. The entire operation is 
automatic. List price, one-slice model 
$11.50, two-slice model $16. Waters- 
Genter Co., 213 N. Second St., Minne- 
apolis, Minn. Electrical Wholesaling, 
October, 1932. 





Vacuum Coffee Brewer 


This glass, vacuum system coffee 
brewer is packed one to a carton. The 
inner carton is a gift box so arranged 
that when the lid is taken off, the coffee 
brewer is displayed in an operating posi- 





tion. It is designed for the Christmas 
trade and will be particularly salable as 
a Christmas present or wedding gift. 
It is sold only with the electrical heat- 
ing unit. All metal parts are a jewelers’ 
finish. Hill-Shaw Co., 1650 S. Ogden 
Ave., Chicago.—Electrical Wholesaling, 
October, 1932. 





Large Waffle lron 


Exclusive features of this large waffle 
iron are: air space between lower sec- 


tion and base prevents table surface 
from getting hot; grid and heating unit 
provide direct conductivity and even 
distribution of heat, making a perfectly 
and uniformly browned waffle; improved 
overflow groove with inside edge slight- 
ly lower than outside to prevent batter 
from running down sides; more easily 
operated because it sets lower on the 
table. The heat indicator tells when it 
is hot enough to start baking and when 
iron is too hot to bake — eliminating 
guesswork. This makes it possible to 
prevent over-heating, consequently dis- 
coloration of grids. Waage Electric 
Co., 5100 N. Ravenswood Ave., Chicago. 
—Electrical Wholesaling, October, 1932. 





Improved Two-Slice Toaster 


The Majestic automatic toaster toasts 
two slices of bread on both sides at the 
same time—no turning of bread—no 
handling — uniform toasting without 
watching. Timing and _ heat control 
mechanism regulates toasting time to 
suit individual taste. When toasting is 
completed, heating current is automat- 
ically reduced, keeping toast hot and 
tasty without further toasting. It does 
not burn toast. Finished in a high-grade 
chromium with jade green fittings, this 
toaster requires little space on the table. 
List price, $11.50. Majestic Electric Ap- 
pliance Co., Minneapolis, Minn.—Elec- 
trical Wholesaling, October, 1932. 





Two-Slice Oven Toaster 


This automatic toaster, in an Empire 
pattern, meets the demand for a large 
capacity toaster. By simply setting the 











lever the kind of toast desired is auto- 


matically delivered entirely free from 
oven. Toasts both sides of two slices 
at a time. Current remains on continu- 


ously thus giving speed and uniformity 
to the toasting. The long life mica unit 
is reinforced with cold rolled strip of 
steel which eliminates buckling. List 
price $16.50. Landers, Frary and Clark, 
Dept. 77, New Britain, Conn.—Electrical 
Wholesaling, October, 1932. 
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Heating Pads 


The woven elements of these pads 
give them a real softness and comfort, 
free from any feeling of wires and 
ridges and also give them a highly de- 
sirable added speed and safety. They 
are made in three types and _ sizes. 
Number 46, six heats, sunfast peach or 





lavender colors, $6.50, No. 44, three 
heats, peach color only, $4.95, and No. 
40, two heats, tan color only, $2.50. 
fewitt Electric and Mfg. Co., Arling- 
ton, Mass.—Electrical Wholesaling, Oc- 
tober, 1932. 


Coffee Maker 


These new coffee makers are said to 
have all the advantages of old glass 
coffee makers and 
French drip coffee 
pots while eliminat- 
ing the disadvan- 
tages and expense 
of tremendous 
breakage in the 
lower half of the 
all-glass types, and 
the nuisance of re- 
moving the upper 
half of coffee re- 
ceptacle which 
must be “parked” 
somewhere before 
the coffee can be 
poured. With the 
“Universal” it is 
not necessary to remove the upper bowl 
at all as coffee is drawn from the faucet, 
the most convenient way possible, and 
breakage of the bottom bowl is elimi- 
nated by making it of metal. There are 
three types, seven, 10 and 14 cup, all 
chromium plated, tinned lined inside. 
with ivory handles, knobs and feet. 
Landers, Frary and Clark, New Britain, 
Conn.—Electrical Wholesaling, October, 
1932. 


Three-Heat Iron 


Three heats are obtainable on this 
iron as indicated by meter readings. The 
hot heat is equal to a nine lb. iron and 
does the heaviest flat work, such as 
linen table cloths, bed spreads, etc., in 
half the time required by ordinary irons. 
[he medium heat does the work of an 
ordinary six lb. iron. The low heat does 








the work of a three Ib. iron and is 
adapted for the ironing of silks and 
delicate fabrics. Waage Electric Co., 
5100 N. Ravenswood Ave., Chicago.— 
Electrical Wholesaling, October, 1932. 


Automatic Egg Cooker 


The “Universal” automatic egg cooker 
cooks eggs exactly as wanted and just 
when wanted without waiting for water 
to heat up and without timing and 
guessing. To operate, simply pour as 
many teaspoonfuls of water into the 
egg cooker as the number of mirutes 
the eggs are to be cooked. Place ggs, 





one to four, in the egg rack and turn on 
the current by pushing the right hand 
lever to the left. As soon as the current 
is connected the eggs start to cook in 
concentrated steam. When the water 
has evaporated a thermostat automati- 
cally shuts off the current and a small 
bell signifies the eggs are cooked and 
ready to serve. A handy rack for hold- 
ing the eggs lifts out and may be set on 
the table. Since the unit is entirely 
enclosed water cannot come in contact 
with it. Landers, Frary and Clark, New 
Britain, Conn.—Electrical Wholesaling, 
October, 1932. 


Improved Grideliere 


Sturdily built of the finest materials, 
this table appliance makes both pan- 
cakes and waffles with one set of re- 
versible grids. The chromalox heating 
elements used exclusively in this appli- 
ance are a guarantee against service 





problems. <A _ baking temperature in- 
dicator shows when grids are ready to 
bake on. No levers or handles extend 
through the shell. Reversible cast alumi- 
num patented greaseless 8” grids are an 
exclusive feature. The grids can be 
removed for cleaning.List price, $13.45. 
Majestic Electric Appliance Co., Minne- 
apolis, Minn.— Electrical Wholesaling, 
October, 1932. 





Sandwich Grid 


Two slices of bread can be toasted on 
both sides at once—two sandwiches can 
be made with one operation and they 
can be two or three decker as desired— 
bacon is grilled without curling up, the 
clear drippings carried through channels 
to a cup provided to catch them—and 
when this device is opened up and top 
grid placed back, it provides two good 
sized aluminum hot plates upon which 
steaks, chops, fish, ham and eggs, etc., 
can be fried. Ry turning a small button 
grids can be removed for cleaning in 
water. At a small additional cost, the 
No. two waffle grids may be purchased 
to order to have a combination “Mod- 
ern-Mode” Sandwich Queen and waffle 
iron. List price, $13.50, with waffle grids, 
$16.00. Dominion Electrical Manufac- 
turing Co., Minneapolis, Minn.—Electrical 
Wholesaling, October. 1932. 





Corn Popper 


A large modernistic knob on agitator 
and the two side handles enable one 
to operate or carry the popper when hot 
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without danger of burning the hands. 
List price, chromium plated, $3.30; nickel 
plated, $2.50, black polished steel, $2.05. 
Dominion Electrical Manufacturing Co., 
Minneapolis, Minn.—Electrical W holesal- 
ing, October, 1932. 
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SERVING THE EXECUTIVES AND SALESMEN OF ELECTRICAL WHOLESALERS AND SPECIALTY DISTRIBUTORS 








































A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair 





Mfd. by 
S.H. COUCH COMPANY, INC. 


4 Arlington St. North Quincy, Mass. 
Agents throughout U. S. and Canada 






































Max H. Mayer Purchases 

Electric Supply Company 
The assets of the Electric Supply 
Co., Inc., 111 S. 21st St., Birming- 
ham, Ala., have been purchased by 
Max H. Mayer. The new company 
will be operated as the Mayer Elec- 
tric Supply Co. and will handle Hart 
and Hegeman, Triangle, Appleton, 
Jefferson, Bull Dog and Austin prod- 
ucts. Max H. Mayer is president 
and Ben S. Weil, sales manager, of 


the new company. 
7 


Modern Home Utilities 
Adds Hartford House 


The firm of Newton-Parsons Co.., 
Hartford, Conn., one of the first re- 
frigerator distributors to be appointed 
by the General Electric Co., has been 
taken over by Modern Home Util- 
ities, Inc. With this acquisition, the 
entire state of Connecticut, outside of 
Fairfield County, is now covered by 
this distributor. 


Vv 
Stock Shortage Memorandum 
Results in Fewer Pick-ups 

Use of a stock shortage memoran- 
dum system was largely responsible 
for the ability of the electrical supply 
department of the Hendrie and Bolt- 
off Mfg. and Supply Co., Denver, to 
hold down the pickup average last 
year to less than three and one-half 
per cent. 

Under this system there is very 
little chance for a shortage to occur 
on any item unless there is a “run” 


They Cover Northern California: 


on it because the purchase and sales 
record is checked against each day by 
the clerks. Pads of shortage slips 
are posted at conspicuous points all 
over every stock room, and when in 
filling an order an employee notes 
that an item is running low or is out, 
he immediately uses one of the slips 
to report the fact. 

Nearly every shelf is visited at 
some time during each day by at least 
one of the clerks so the plan provides 
for a very accurate check. It was 
found impractical to make sales de- 
ductions from the regular stock lists 
more than once a week but the 
shortage memorandum scheme gives 
almost daily coverage. 

v 


Heggie Heads Rex Cole's 
Laundry Equipment Division 
Appointment of William J. Heg- 
gie, former retail sales manager of 
the Long Island division in refrig- 
eration activities, to head the firm’s 
new home laundry equipment opera- 
tion, has been announced by officials 
of Rex Cole, Inc., New York City. 
7 
Hornback Leaves Republic 
Electric Company 

R. H. Hornback has recently sev- 
ered his connections with the Repub- 
lic Electric Co., Davenport, Ia., to 
become a merchandise broker. He 
will handle electrical supplies at 


wholesale, covering the Davenport 
territory from his headquarters at 


2029 W. Fourth St. 











Left to right: Harry Eckenroth, sales man 


ager, H. R. Curtiss Co., San Francisco; H. R. Curtiss; William P. Swartz, Pacific 


Coast manager, Standard Electric Stove Co.; C. 
Standard Electric Stove Co.; and W. T 


Servel Sales, Inc. 


C. Smoot, special representative 


. Wyatt, western factory representative 
H. R. Curtiss Co. is the northern California distributor for 
Standard ranges and Servel refrigerators. 
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= news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literatures 








Kelvinator in Air Conditioning 
Field 


Entry of Kelvinator Corp. in the 
air-conditioning equipment field has 
been announced by George W. 
Mason, president, who stated that 
merchandising plans are now under 
way and that “the new equipment is 
the result of many years of engineer- 
ing development and was designed 
with an eye to operating costs. With 
the addition of this equipment, Kel- 
vinator is now equipping homes with 
electric refrigerators, oil burners and 
air-conditioners, the latter unit en- 
abling the corporation to answer do- 
mestic needs in the three lines.” 

v 
Paul Luckenbach Joins 
Samson-United Corp. 

The Samson-United Corp. of 
Rochester, N. Y., has appointed Paul 
l.uckenbach director of its newly 








Blossoms Out as Inventor: “Vic” Des- 
ard, whose old gray hair ain’t what 
he uster be, shocked Patent Office 
fficials with applications for a flock of 
rotection on some new wall plate 
adgets. “Vic” designed the well-known 
evolier switch, which entitles him to a 
iche in ’most any electrical man’s hall 
f fame. 


created Health Appliance Division, 
according to a recent announcement 
by this manufacturer which states 
that “Mr. Luckenbach has had a 
wealth of experience in the technical 
development of health appliances and 
is thoroughly acquainted with the 
marketing and merchandising of 
them. 

“Much of the pioneer work in in- 
vestigating the biological aspects of 
ultra-violet radiation was conducted 
by him in cooperation with the lead- 
ing medical research laboratories in 
Europe and America. In his new 
capacity he will direct the commer- 
cial engineering, sales and merchan- 
dising effort of the Samson-United 
Co, in the health appliance field.” 


Haugh Now Heads Echophone 


Arthur T. Haugh, former presi- 
dent of the Radio Manufacturer’s 
Association and one of its founders, 
became president and director of the 
Echophone Radio Co., Waukegan, 
Ill., on September 1. Mr. Haugh was 
also elected a director of Western 
Television Corp., with which Echo- 
phone is affiliated. For the past three 
years he has been general sales man- 
ager of the Zenith Radio Corp. 

v 


Plan Book Describes 

New Wiring Device Products 

Catalogue pages describing 10 new 
products recently developed by the 
Hart & Hegeman Electric Co., Hart- 
ford, Conn., have been incorporated 
in a new plan book for the salesmen 
of its distributors. 

The foreword states that “actual 
experience has proven that when a 
wholesaler’s salesman will thoroughly 
study and know the story on each of 
these items, tell it to his customers, 
point out to them the market which 
exists, and analyze the local market 
situation with that customer, sales 
can be made in a market practically 
untouched by competition and here- 
tofore undeveloped. 


General Motors to Cultivate 
Department Store Field 

Incorporation of the Domestic En- 
gineering Co. to handle the distribu- 
tion and sale of household refriger- 
ators built by General Motors 
through selected department stores 
and large furniture stores has been 
announced by C. T. Lawson, sales 
nianager of the new company, who 
stated that, “General Motors recog- 
nizes the importance of the modern 
department store as a retail outlet 
for electric refrigerators and through 
the Domestic Engineering Co. has 
established a policy which will facili- 
tate a permanent and mutually prof- 
itable alliance with a group of lead- 
ing department stores.” 

v 


Ripley Now Sales Manager 

P. C. Ripley, formerly in charge 
of industrial sales and product de- 
velopment for the Kester Solder Co., 
Chicago, has been advanced to the 
position of general sales manager. 








Speedboat Fans: This snapshot was 
taken at the Grosse Point Yacht Club 
during the recent international boat race 
between Gar Wood and Kaye Don. The 
“fans” are William Pace and Max Roth- 
enberg of the Republic Refrigerator Co., 


Detroit. Just behind them is a small 
runabout speedster owned by Gar Wood. 
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A Sales Manager's "Ticker Board": 
V. H. Maurer, president of the Badger 
Radio Corp., Milwaukee, Wis., finds the 
above idea which can be termed “sales 
manager's ticker board” a lot more in- 
teresting these days than the board 
which was so popular three years ago. 
There are seven such boards hinged in 
a way that permits easy access to any 
one side. The information is tabulated 
monthly and it presents the name of 
each town in the state containing sales 
outlet for the products handled; popu- 
lation of the town; quota set for the 
current year; sales to date from Janu- 
ary 1, and current sales. This board 
shows which dealers are doing the job, 
where new sales outlets need to be 
established, and which towns _ need 
immediate attention. 





Colt's Appoints Pacific Coast 


Representative 
D. G. Phelps, manager, electrical 
division, Colt’s Patent Fire Arms 
Mfg. Co., Hartford, Conn., has an- 


nounced the appointment of the H. 
B. Squires Co., 1277 Howard St., 
Francisco, Calif., as Pacific 
Coast selling representatives, as of 
August 1. Mr. Phelps also stated 
that adequate stocks will be main- 


San 


tained in San Francisco, Los An- 
geles, and Seattle. 
Vv 
Bull Dog Appoints Savage- 
Girton 
The Bull Dog Electric Products 
Co., Detroit, have appointed the 


Savage-Girton Co., St. Paul, Minn., 
as distributors of products for the 
states of Minnesota, North and 
South Dakota and _ northwestern 
Wisconsin. 
Vv 
Anschuetz Succeeds Nickerson 
with Weber Electric Co. 

Henry D. Sears, vice-president in 
charge of sales, Weber Electric Co., 
Schenectady, N. Y., has announced 


the resignation of Henry E. Nicker- 
son as district manager. Harry G. 
Anschuetz, who has been manager at 
Philadelphia for the past 10 years 
has been placed in charge of both 
offices. John P. Avery has returned 
to the Weber sales organization and 
will cover New York and adjacent 
territory. 


Vv 
Beckett Has Canadian 
Assignment 
Walter Beckett, sales assistant to 
the president, The Wiremold Co., 
Hartford, Conn., is doing missionary 
work across the international bound- 
ary. In cooperation with the Con- 
duits Company, Limited, Toronto, 
Canada, he is conducting a series of 
demonstrations of the Wiremold 
lighting strip among Canadian dis- 
tributors and central station lighting 
men. 
v 
New Chicago Representative for 
Edwin F. Guth Company 


The Edwin F, Guth Co., manufac- 
turers of lighting equipment, is now 
represented in the Chicago territory 
by H. C. Kendel and H. P. Vincent, 
with offices at 333 North Michigan 
Ave., Room 614. 
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G. V. Weir Reenters Agency 
Field 

Well known in the New York ter- 
ritory from his connection with 
Weir-Smith and Co., G. V. Weir 
has opened an office at 30 Church 
Street, New York City, where he 
will again conduct a manufacturers’ 
agency under the name of G. V. 
Weir Co. 

Vv 


Hill-Shaw Promotes Cory 


Mr. Harvey Cory for the past 15 
years district sales representative on 
the Pacific Coast for the Hill-Shaw 
Co., of Chicago, manufacturers of 
“Vaculator” coffee brewers, has been 
appointed sales director with head- 
quarters in Chicago. 

v 


Production Increased on G. E. 
Oil-Burning Furnace 

Production of boiler units for the 
new General Electric oil-burning 
furnace has been stepped up 100 
per cent to meet demands, it has been 
announced by the General Electric 
Co. at Pittsfield, Mass. Already more 
than 200 men are employed on the 
furnace job, with prospects that more 
will be called back to work. 








A True Fish Story—With Evidence: Three Pennsylvania distributors were guests 
of the Monarch Fuse Co., Jamestown, N. Y., on a three-day fishing trip for 
muskalounge at Chautauqua Lake, N. Y., with the result that “Charlie” Markley 


hooked a 44-inch, 30-pound fish, carefully illustrated. 
names of the fishermen are: ‘‘Stonie”, 


From left to right the 


agent for the Monarch Fuse Co.; Dan 


Kressler from the E, R. Beers Electric Co. of Bloomsburg; Harry Brown of 
Jno. E. Graybill and Co., York, and Charles Markley of the C. A. Markley Elec- 
tric Co., Harrisburg. The hosts were Max Lehr and “Grif”, president and vice- 


president of the Monarch Fuse Co. 
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{S] SOLDERING 
LUGS 


A complete 
standard line 
by the world's 
largest mak- 
ers. Made seam- 
less by patented 
method — pre- 
vents solder leaks 
and improves 
conductivity. The 
best quality and 
best prices. 


lI 


SOLDERING , 
G ii 


(Standard) 4 
Ad 






Patented 


Heavy Duty 
SHERMAN Heavy Duty Sold- 


ering Lugs have flat contact sur- 
faces, seamless extra heavy cop- 
per tubing; are made to dimen- 
sions prepared by N. E. L. A. 
Committee; are free 
from burrs and other 
faults. Get quality 
and economy by ob- 
taining your supply 
of soldering lugs 
from Terminal Head- 
quarters. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 



















WHOLESALER’S 
MARKET DETERMINATION 
CHARTS 
Now Available 
Complete set of 8....... $1.00 
Single Charts, each...... 15 


(Minimum order $1.00) 





Order from 
ELECTRICAL WHOLESALING 











Sales Managers 


Follow-through with your 
salesmen on Mr. Osborne's 
Course in Sales Training with 
the aid of his specially prepared 

Sales Manual. 


order from 


| ELECTRICAL 
| WHOLESALING 


Price, 25 cents per copy 











Positions Available | 
Manufacturer's Agent: To represent an 
established rigid conduit manufacturer in 
the states of Ohio and Michigan, working 
on a commission basis. Address Box 102, 
ELEcTRICAL WHOLESALING, 520 N. Michi- 
gan Ave., Chicago. 


v 


Men Available 


Manufacturer's Representative: Experi- 
enced electrical salesman, employed for 
past 11 years by two of the leading elec- 
trical wholesalers of Pacific northwest. 
Desires position as manufacturer’s repre- 
sentative either full time or on agency 
basis. Thoroughly acquainted with both 
Oregon and Washington. Write to Box 
101, Electrical Wholesaling, 520 N. Mich- 








igan Ave., Chicago. 


v | 


Mr. Electrical Manufacturer: Are you in | 
need of a general sales manager that can 
do the kind of job you have always | 
wanted done but could never find anyone | 
'to do? I understand the factory’s prob- | 
| lem’ s and its pitfalls, the electrical whole- | 
'saler, contractor and dealer trade, the 
| need for a constructive sales policy and 
| how to put one across, the need of mis- | 
| sions ary work, how to handle salesmen, | 
and, in short, how to put over a line or | 
item of merit. The firm that I am seek- | 
ing need not be large but it must be | 
sound from every angle and must hold | 
out a future. Am interested in a salary 
and commission basis with an opportunity | 





the right manufacturer I, naturally, will | 
be glad to furnish references as to my 
ability and fitness. Write to Box 103, 


pears Wholesaling, 520 N. Michigan | 


Ave., Chicago. 
Vv 


High Grade Man: Available January l, 
or earlier if necessary. Executive expe- | 
rience. Seeking desirable, permanent | 
connection with electrical supply house | 
or manufacturer. Can locate at any | 
point. Excellent references. haves | 
Box 105, Electrical Wholesaling, 520 
N. Michigan Ave., Chicago. 


v 


Experienced Secretary: Young lady 
with extensive sales and secretarial ex- | 
perience covering seven years. Thorough 
knowledge of sales office management, 
including follow up files, bookkeeping, 
purchasing, compiling catalogues, and 





direct sales solicitation. Can assume 
entire charge of sales force. Executive 
ability and initiative. Al _ references. 


Reasonable remuneration. Will also con- 
sider convention work. Address Box 
104, Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago. 


v 


Latest Trade Literature 


C. D. Woop Etectric Co., Inc., 565 Broad- 
way, New York City—A new catalog, No. 
900, shows this company’s complete line 
of wiring devices. Copies are available 








to all who are interested. 





YAGER’S 











in standard 
containers, 25, 
50 and 500 Ib. 
drums. 





Wir the signs of the 
times showing business is on 
the upward turn it is now 
more important than ever be- 
fore to be sure to mention 
Yager's Soldering Salts to 
your customers. Not much 
sales talk is necessary to sell 
Yager's as they have been 
making good for over fifty 
years. 
@ 


Write for additional samples, 
if your supply has been ex- 
hausted. 


ALEX R. BENSON CO., Ine. 
Hudson, N. Y. 


YNaAarron O2-VWMoOrown 








at a later date to acquire an interest. To| — 








Another aes 
| SUPERIOR PRODUCT | 

ata } 
Reduction in Price | 





WET PROCESS 
| STRAIN INSULATORS 


meet all 
Engineering Requirements 


PARKERSBURG, W. VA. 








| SUPERIOR PORCELAIN COMPANY | 

















WIREMOLD 
HARTFORD, CONN. 
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* New Products 
SUPPLIES and EQUIPMENT 











Disc Switch 


A new type of disc switch of com- 
pact design has several advantages over 
standard designs, including front opera- 
tion, and requires little mounting space. 
It has a quick make and quick break 
action and may be obtained either fused 
or unfused. The copper switch contacts 
are reinforced by rustless steel springs. 
insuring constant pressure and reduced 
heating. It is rated either 30 or 60 am- 
pere, single pole, two pole, two wire 
solid neutral or three wire solid neutral 
Square D Co., Detroit, Mich.—Electrical 
Wholesaling, October, 1932. 


Low-Cost Photoelectric Relay 


With the “Foto-Switch,” it is claimed, 
any sort of electrical device such as 
motors, electric signs, signals or alarms, 
can be controlled through the medium 
of a light beam. This unit embodies 
an electro-magnetic switch which is 
opened or closed by the interruption or 
variation in the illumination on the 
photoelectric cell. This new relay is 
designated as a complete but junior 
model of the more expensive industrial 





type of photoelectric relays offered by 
this company. Every essential operat- 
ing part is furnished, completely mount- 
ed on a black enamel base. The “Foto- 
Switch” is capable of handling many 
commercial applications which do not 
require the ruggedness demanded of 
industrial installations. G-M Labora- 
tories, Inc., 1731 Belmont Ave., Chicago. 
—Electrical Wholesaling, October, 1932. 





General Purpose Photoelectric 
Relay 


This relay provides more sensitive 
control than the models which it super- 





sedes and at the same time will permit 
operation at a minimum light intensity 
of 3’ candles. Other features offered by 
the new relay include: improved dielec- 
tric strength through the use of a Bake- 
lite panel; an improved phototube hous- 
ing with a cast aluminum base and a 
drawn aluminum hood, reduced capac- 
ity, leadage due to the use of flexible 
armored cable between the phototube 
and relay proper, thus affording better 
operation in damp atmospheres. The 
relay uses a Pliotron tube specially de- 
signed for industrial purposes. It is 
available to the general wholesale trade. 
The General Electric Co., Schenectady, 
N. Y¥.—Electrical Wholesaling, October, 
1932. 


Oilproof "Okocord" 


In certain types of service portable 
cords are subjected to the continual at- 
tack of oil resulting in deterioration not 
only of the outer coverings, but eventu- 
ally of the insulation. To meet this con- 
dition a full line of portable cords and 
cables, called oilproof “Okocord”, has 
been developed, having a special outer 
sheath which is impervious to the de- 
structive action of oil or grease. This 
resistance to oil renders this line highly 
suitable for use around machine shops, 
garages, refineries, oil wells, etc. Strong 
sunlight and ozone also have little effect 
on this cord. Okonite Co., Passaic, 
N. J.— Electrical Wholesaling, October, 
1932 


All-Purpose Power Amplifier 
Combination 


Model 17 combination power ampli- 
fier unit embodies a totally different de- 
sign that allows extreme flexibility in 
application. The control panel of the 
amplifier has provision for microphone, 
radio and phonograph inputs. Operat- 











ing switches and volume controls for 
each input, an amplifier tone control 
and all input connections are segregated 
on this separate unit that may be re- 
moved from the amplifier housing when 
remote control operation is desired. 
Extension cables up to 500’ in length 
may be used without affecting the oper- 
ation of the amplifier. The amplifier 
and control box are normally mounted 
in a crystalac-finished metal case pro- 
vided with carrying handles and snap- 
cover fasteners. Ample ventilating pro- 
visions are made. The amplifier may be 
slipped out from the end of the case 
for inspection. Knockout holes in the 
case provide for conduit wiring. Oper- 
adio Manufacturing Co., St. Charles, 
Ill._—Electrical Wholesaling, October, 
1932. 


Smallest Incandescent Lamp 


Artificial illumination requiring low 
wattage, a long period of burning and 
a small amount of light, is now possible 
with this new three-watt Mazda lamp 
which has a candelabra base, a S-6 bulb 





is designed for 115 volt service 
Some of the more common uses for this 


and 


small light source are in exit signs, 
house numbers, illuminated ornaments, 
small interior electric signs, for the dials 
of electric clocks, indicator lights i 
household wall switches and for cal! 
signals in hotels and hospitals. Lis: 
price, $0.35. Westinghouse Lamp Co. 
150 Broadway, New York City—Electri 
cal Wholesaling, October, 1932. 
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Be. 


Carries On: With the death of Harry 
Lax several months ago Jerome Hirsh 
lost a partner with whom he had been 
on the job building up the Lax Electric 
Co. of St. Paul and is now continuing 
to operate the company under the same 
name. 


New Publications 


PRACTICAL AIDS TO THE INDEPENDENT 
\MercHANT—Retailer, Wholesaler, Manu- 
facturer. 1932, 24 pp. U. S. Department 
of Commerce. Free distribution. Discus- 
ses the advantages possessed by the small, 





} 
| 
| 


| 
| 


independent business organization, the | 


problems which it faces and the services 


offered by the Bureau of Foreign and | 


Domestic Commerce. 


SALES MEN’S COMPENSATION IN Los | 


ANGELES.—Los Angeles Chamber of Com- 
merce, 1932, 13 pp. Free distribution. Dis- 


cusses forms of compensation, the auto- | 


mobile allowance, expense accounts, trends 
in compensation plans and related sub- 
jects. 

How to Use ComMopity SALes Data.— 


Bureau of the Census, U. S. Department 
of Commerce, 1932. Free distribution. | 


Discusses how a retailer, wholesaler or 


manufacturer may determine the approxi- | 
mate sales of any commodity for any | 


area from the Retail Distribution Census 
data, also other uses and ways of apply- 
ing these figures. 

ADEQUACY WIRING STANDARDS FOR REsI- 
DENCE BuILpINGs.—National Electric Light 
Association, 1932, 12 pp. Recommended 
standards for electrical wiring in resi- 
dences and apartments based upon mod- 
ern trends in the use of electric service 
in the home. Sponsored by the national 


associations of manufacturers, wholesal- | 


ers, contractors, utilities and lighting en- 
gineers. Copies available from the Na- 
tional Electrical Wholesalers Association, 
165 Broadway, New York City. 


v 
Latest Trade Literature 


GENERAL ErxEctric Co., Schenectady, 
N. Y.—The question “What features 
should the perfect oil furnace possess?” 
asked of G. E. engineers in 1927 is an- 
swered in this profusely illustrated book- | 
et on this company’s new oil furnace. | 
iach feature required of the perfect oil 
furnace and found in the G. E. furnace | 
s described. 

STANDARD ELectric Stove Co., 1718 N. 
l2th St. Toledo, O—Catalog No. 32} 
hows the complete assortment of domes- | 

ranges, commercial and heavy duty | 
inges and numerous other articles such | 
s hotplates, griddles, coffee urns, toast- | 
s, serving tables, water and air heaters. 


Profit opportunities 


grow with 2-WATT 
NEON GLOW LAMP 


national advertising . . 





Sales every day—with a generous margin of profit — 
dealers in electrical goods everywhere now report. 
That’s the response to Neon Glow Lamp advertising 
which appears in Good Housekeeping with its more 
than 2,000,000 readers. 

These advertisements describe the unduplicated 
economy of Neon Glow Lamps—over 3,000 hours of 
continuous light for a few cents a month. And their 


many uses—as night lights in bathroom, nursery, 





sick rooms, stairways, etc. As pilots and signals in 


A colorful counter-window display card industry. For many laboratory purposes. Get ready 
i é i rai Als ° ° . 

wndarnintng? canary amare’ for still faster selling. Stock and display them— 

attractively illustrated folders. Specify ae ; iss 

quantity desired when ordering lamps. watch how they sell! General Electric Vapor Lamp 
530 Copr. 1932, General Electric Vapor Lamp Co Gans 891 Adams Street, Hoboken, N. Zz. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 








Threads, while occupying but a small part of each length of 
conduit, play a very important part in installation. If they fit 
easily, the job moves ahead rapidly—if trouble results from 
faulty threads, time is lost and someone loses money. For this 
reason, the threads on — oe — are cut a 
harp, clean and true—they fit faster and save money. Fretz- 
eae Conduit is peor in three finishes—ENAMELITE, 
black enamel; ELECTRO GALVITE, electro-galvanized; HOT 
DIPPED GALVITE, hot galvanized. Choose from these three. 


FRETZ-MOON TUBE COMPANY, INC. ¢ BUTLER, PENNA. 


FRETZ-MOON 


RIG/D CONDUIT 
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Atlanta 





Exhaust and_ ventilating fans in 
sizes from 9-in. to 48-in. diameter. 


For a 
market 
that's 
always 
alive 


Summer and winter, the need for an 
ample supply of fresh air is ever pres- 
ent in homes, offices, stores, factories, 
and other places where people live 
and work. 


Electrical Wholesalers carrying the 
complete Diehl line of ventilating fans 
are prepared to meet every require- 
ment of this extensive market with fans 
that have been leaders for fifty years. 


Write for the Diehl catalog—it de- 
scribes the entire line of fans and sales 
helps and also contains helpful instal- 
lation data. 











Wind-O-Vent Ventilator 
Metal or Glass Panel 


DIEHL MFG. COMPANY 


Electrical Division of 


THE SINGER MFG. COMPANY 


Elizabethport, N. J. 


Bo Chicago 
New York 


ston 
Philadelphia 


DIEHI¢~ 
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Hb ro BEACH never uses a short- 










cut to the consumer. One policy and 
one price protect the wholesaler. 
Every Hamilton Beach Food Mixer 
that is sold to dealers, department stores 
and public utilities —large or small — 


is sold through a wholesaler. 








As one wholesaler states, ‘*‘The 
Hamilton Beach Company have 


adhered to a firm distributing policy 






and have repeatedly restated their 






intentions to do so. The sales on 


Hamilton Beach appliances all show 








an attractive profit rate.” 
Check over the features listed below. 


Decide right now that the Hamilton 







Beach Mixer deserves your full con- 


sideration and co-operation. Hamilton 






Beach Manufacturing Co., Racine, Wis. 


——— f} —Subsidiary of Scovill Mfg. Co. 














The only portable mixer that doesn’t have to be in- 
verted to use juice extractor; that revolves bowl auto- ° 
matically when bowl is empty; and uses silent worm- 
gear drive. 


Twin ball-bearings in revolving platform prevent 
binding and insure free turning of bowls. 


The most easily handled portable mixer made. One 
hand slides motor on and off stand. 


Guarded beaters, easily removed. Tilt-back permits 
beaters to drain into bowl. 


Motor built to operate quietly even after ten to 
fifteen years’ use. 


Consumer satisfaction guaranteed. 


MODEL “B” retail price includes food mixer, 
juice extractor, two French Ivory bowls, 
iatententeeioenl 





single agitator and double beaters. 
$20.95 west of Rockies 


HAMILTO 


AITH in our leaders; FAITH in our insti- 
tutions; FAITH in our ultimate victory over 
depression. FAITH has been an individual and a 
national requisite during the last three long trying 
years. 
When FAITH fails, it is supplanted by fear. Fear 
drives one blindly to the untried and unproved. 
FAITH in our 100% Distributor Policy has been 
strengthened by the trials of depression. Our confi- 
dence in this policy is greater today than ever before 
and we congratulate you, the Electrical Wholesalers, 
for your part in its successful operation. You have 
functioned as real distributors; real sales-mediums and 
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merchants of rare sagacity. You have emphasized 
the uses and avoided the abuses of distribution. Judg- 
ing the Electrical Wholesalers by their SPECIFIC 
performances through years both lean and profitable, 
we have no fear for the wisdom or stability of our 
policy. 

The Electrical Wholesalers have justified our 
FAITH. 

Gratefully and Sincerely, 
HUBBARD AND COMPANY 
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Vice President 
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, Pittsburgh, Oakland, Cal., Chicago 
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